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PREFACE 
Television news has become an important part of life in-the- l:Jnited 
States. More and more people are depending upon television to bring them 
instantaneous visual accounts of the news, and the evening or night-tJme 
newscast has become a daily fixture in many homes. This thesis seeks to 
explore the nature of audiences of television news programs. Who watches 
TV news? What do they watch? When do they watch? How do they watch? 
This thesis also explores the use of a new methodology for tele-
vision audience measurement, photochronographic technique. Unlike the 
measurement techniques now used on a national scale, this method proviQes 
extremely accurate information. 
The research is based on the viewing habits of fifty-five famil~es 
in three different cities. These families tuned more than 3,000 hoµrs 
of television programming during two-week studies. 
Acknowledgements are due to the Oklahoma State University Research 
Foundation and to the national magazine organizations which financed.the 
four audience studies upon which this thesis is based; to Dr. Charles L. 
Allen, who directed these studies and who also is the inventor of the 
photochronographic technique employed; to my fellow-students who helped 
conduct the research in two of the studies; to Dr. Harry Heath, whose 
advir~ and guidance greatly aided my work; and to Miss Dorothy Rickstrew, 
who provided invaluable technical assistance. 
I would like to make a special acknowlsdgement to the memory of the 
late Professor Maurice Haag. His encouragement and interest greatly 
iii 
influenced my decision to enter the journalistic profession, and )1is 
advice was an important factor in my decision to enter graduate study. 
He read a portion of this thesis and prepared advisory remarks for my 
assistance during the weeks just before his death. 
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Television audience research is big business. The television 
industry, itself, is of immense proportions. In 1961 alone, television 
advertisers spent $1.6 billion --- 13.6 per cent of all advertising 
expenditures in the United States.l In the same year, the TV industry 
reported income (before taxes) of $237 million. 2 
Today, more than 91 per cent of the families in this country have 
television sets, and many of these families have more than one set.3 
In order to find out what these viewers watch and how much they watch, 
considerable money is spent for television audience measurement. 
In 1962, the country's three big networks, American Broadcasting 
Company, Columbia Broadcasting System, and National Broadcasting Company, 
spent $1,475,043 on rating information.4 Of this total, $1,258,437 went 
to one company.5 
In 1963, the television rating services underwent a thorough 
investigation conducted by a subcommittee of the House Commerce Committee. 
While testifying before this subcommittee, James T. Aubrey, Jr., president 
111 Total U.S. Advertising at $12.5 Billion Peak; $20 Billion Seen as 
Economy Grows," .6_dv~rtising Age, Jan. 15, 1963, p. 8. 
2 Ibid., p. 82. 
3Broadcasting, Dec. 24, 1962, p. 85. 
4Advertising .6_g~, March 25, 1963, p. 12. 
5Ibid. 
1 
of the CBS teleyision network, explained the industry's use of ratings 
and audience measurement:6 
Our use of ratings is based on our need for a measµre 
of audience behavior to enable us to meet our obligation to 
furnish programs that interest and entertain the public. 
Since our $iervice is free, we lack newsstand figures or bpx-
office information to aid us. ' 
The subcommittee charged that too much weight is placed on ratings 
by networks and advertisers.? But Aubrey's testimony defended the net-
work's use of ratings:8 
••• We recognize that ratings are useful only as 
estimates ••• In using the available information, we are 
mindful that it falls short of the ideal ••• Despite the 
limitations of ratings, we believe they serve a useful 
purpose. No one to our knowledge has come forward with 
a more practical method of estimating audience size. 
The subcommittee charged that rating services were guilty of 
"sample-size deception" and presentation of fradulent results.9 In 
one case, a rating service was charged with failure to use any sample 
at all. 10 
As a result, the National Association of Broadcasters presented a 
plan to the subcommittee which called for a broadcaster-sponsored 
organization "to certify and audit radio-TV rating services.nll In 
2 
nature, it would be similar to newspapers' Audit Bureau of Circulations. 
6"How' 11 Radio-TV Ratings Fare With Harris?," Printers' Ink, 
March 22, 1963, p. ?. 
7Ibid., p. 8. 
8Ibid., p. 7 .. 
9 11 ~Helsen Accused of Sample-Size Deception," Advertising_ A3.e, 
March 3, 1963, p~ 1. 
lOibid. 
1111 Nielsen Accused of Sample-size Deception, 11 p. l. 
The investigations have revealed many flaws and short-comings in 
the methods of ~udience measurement currently used, and changes have 
been demanded. Much work remains to be done in developing adequate 
techniques for audience measurement. No one as yet has found a method 
which will satisfy the television industry, the advertisers, and the 
government. 
At best, rating services provide an "estimate" of audience size 
and nature. 12 David J. Mahoney, executive vice president of Colgate-
Palmolive Company, television's largest dollar-volume advertiser, told 
the House subcommittee that "advertisers are being sold 'an implied 
audience' based on a rating. 11 13 
This thesis examines the use of an audience measurement technique 
which can provide exact and precise measures of audience size. The 
technique uses a photochronographic methodology and is relatively new. 
It could conceivably play an important role in future audience research 
methods. 
The purpose of this thesis is to demonstrate the photochronographic 
methodology in the measurement of television~ show audiences. To 
examine news show viewers, it is necessary to find more information 
about t hem than the usual "how many watch" and "what do they watch." 
It is essential also to find out "who watches" and "how they watch." 
Through the use of photochronographic technique, these areas can be 
accurately recorded on film. 
There are two primary aspects of TV programming --- entertainment 
3 
and news. Although the main function of TV is entertainment, the medium 
l2"How'll Radio-TV Ratings Fare with Harris?", p. 7. 
13Advertising Age, March 25, 1963, p. 12. 
4 
does play an important role in the dissemination of information. The 
current trend in programming appears to be toward more and more news 
and informational shows. Richard S. Salant, president of CBS Ne~s, 
says, "In three to five years, 20 to 25 per cent of prime evening time 
will be devoted to information."14 
During the 1961-62 television season, the three networks, budgeted 
$43 million for news shows alone.15 The news division of NBC, as a unit, 
is the largest manufacturer (producer) of television programming in the 
world.16 
Thomas B. Morgan has said that televi.sion now "is entering what 
might be called a journalism phase. 11 17 And Arthur M. Barnes, journalism 
professor at the State University of Iowa, has said:18 
The essential function of broadcast news is the 
communication of information to listeners and viewers. 
The central problem of broadcast news, then, is its 
effectiveness as a mode of information communication. 
This research does not seek to judge the effectiveness of tele-
vision news as a medium of :i.nformation. Nor is it designed to "rate" 
programs, stations or news personalities. It attempts to explore the 
behavior of individuals in 55 families in four separate studies in rela-
tion to their news show viewing habits. 
Even with the current trend toward more news, television appears 
14Morgan, Thomas B., "Crisis, Conflict and Change in TV News," 
book, Nov. 7, 1961, p. 51. 
l5rbid. 
l6"Sponsor-Scope," Son O t 15 1962 19 p sor, c. , , p. • 
17Morgan, p. 51. 
18Barnes, Arthur M., "Research in Radio and Television News, 1947-57," 
Journalism Quarterly, Summer, 1957, p. 323, 
5 
to be in no imme·diate danger of over-programming this type of material ---
at least from a quantity standpoint. A realistic view of TV news points 
out the fact th~t "news is an adjunct to TV's entertainment side."19 
In the Vastness of Televisionland, a visitor finds 
that TV newsmen actually hold only a slender enclave, 
roughly co~parable to Goa wedged into the subcontinent 
of India. 1Their industry spent ~pproximately one billion 
dollars last year and earned before taxes over $200 million 
--- but it earmarked less than five per cent of its gross 
revenues for gathering and presenting news and information. 
Altogether, journalists had a hand in less than 15 per cent 
of the programs televised by the three networks --- ABC, 
CBS 9 and NBC --- and in less than 10 per cent of the 
network shows broadcast in the prime evening hours (between 
7:30 and 11 9 when most of American's 45,500,000 set owners 
and their families do most of their watching.)20 
Nearly all signs point to a bright future for news and information9-l 
programming.21 There appears to be a growing audience demand for this 
type material. The Federal Communications Commission has taken a 
stiffer attitude toward broadcasters in relation to "public interest" 
broadcasting.22 N~tworks both want and need TV journalism at this 
moment in history (that is, corporate as well as world history.) 1123 
For the TV indust:ry 9 news now serves as a means to an end and 
performs a two-fold pur·pose. It serves the public interest and in 
turn builds the industry's image.24 
19Morgan 9 pp. 48-51. 




24Ibid. 9 p. 51. 
As an end in itself, TV news has had the purpose of 
instructing, uplifting, and alerting viewers. It may not 
do enough, but that is the purpose. 25 
The future of news programming depends upon the profit potentip.l. 
Networks have two possibilities: produce more informational programs 
at a loss, or produce entertainment programs at a profit. 26 
Since they usually choose to make a profit, much 
informational programming that could be produced just isn't.27 
Some advertisers are investing their dollars in news programming. 
6 
Some of these advertisers feel that "prestige" advertising is good. for 
example, an executive of Kenyon and Eckhart Advertising Agency explains 
the sponsorship of documentaries:28 
The sophisticated advertiser has come to realize more 
and more the value attached to such prestige programming 
and has come to accept programs on critical subjects that 
they might have avoided a few years ago. Advertisers in 
general have come a long way in overcoming their timidity 
regarding sponsorship of documentaries, but this attitude 
is by no means unanimous. 
As for regular news shows, Texaco for several years spent some 
$8 million annually on the Huntley-Brinkley Report.29 In the fall of 
1963, the Huntly-Brinkley show and CBS' s competing Walter Cronkite 
show expanded to JO-minute programs from the previous 15-minute 
format. 
The real power of ne~s programming and coverage was most 
25Morgan, p. 51. 
26Ibid., p. 62. 
27Ibid. 
28Broadcasting, Dec. 24, 1963, p. 22. 
29 Morgan, p. 51. 
dramatically exemplified during the three days of news broadcasting 
following the assassination of President John Kennedy in November, 1963. 
A closer examination of audiences of news shows is important to 
spon~ors. From audience response, the advertiser can tell wh~ther or 
not the program is popular. In selecting the right program to convey 
the advertising message, the advertiser needs to know the compos·it~on 
of the audience for each particular program. This is where audience 
research plays an important role. 
7 
CHAPTER II 
PREVIOUS WORK IN THE AREA 
One of the prominent subjects of television audience res~arch has 
been the housewife and her daytime viewing habits. Don Crawmer Smith, 
in a dissertation entitled "Levels of Attention Given to Television by 
Housewives of Tuscaloosa, Alabama, in 1955," explores in some depth the 
homemaker's viewing traits.l Smith's work, done by personal interview 
and q4estionnaire technique, resulted in this conclusion:2 
Attention given to television is not subject to 
precise measurement because of the intangible nature 
of attention and because of the difficulty involved in 
measuring precisely any intangible. 
The present thesis will attempt to show that attention to TV news 
shows can be precisely measured. Degrees of attention can be measured 
by photochronographic technique 9 and the apparent "eyes-on-the-set" 
attention can be accurately recorded. 
Smith used three indices of measurement in his study:3 
1. The activities performed by the housewife while the set was 
turned on. 
lsmith, Don Crawmer, "Levels of Attention Given to Television by 
Housewives of Tuscaloosa, Alabama, in 1955," (unpub. Ph.D. dissertation, 
Ohio State University, 1955), p. 1. 
2Ibid., P• 247. 
3rbid., p. 24EL 
8 
9 
2. The ability of the housewife to identify sponsors of carticular . ' 
daytime programs. 
J. Subjective estimates of attention ievels gained by interview~ng 
the housewife. 
Smith found the most accurate of the measures he employed was the 
"subjective estimate."4 This technique yielded results which were near,st 
the average attention levels.5 
Smith also concluded that levels of attention given to television 
shows in the evening "are likely to be moderately higher than are le~ls 
of attention given to TV programs in the daytime."6 And he found that 
age, schooling, race, size of family, and standard of living are related 
to the levels of attention of the housewife.? 
Smith discussed another interesting aspect of television audience 
research --- that aspect called "listenership."8 Listenership occurs 
when the TV set is turned on and there is no audiencej but there is 
someone who is listening to the program.9 
Smith discussed a study which had been conducted in Atlanta, Georgia, 
where 275 television homes were sampled through the use of personal 





6rbid., P• 249. 
7 Ibid., P• 256. 




listened to, but did not watch, television programs. 11 Of this group, 
17 per cent reported news and weather as the type of program they listened 
to, but did not watch.12 Smith further explained that in 19 per cent of 
the cases where housewives listened but did not watch, they were engaged 
in some other activity.13 Of those who did something othBr than watch 
while the set was on, 54 per cent performed active household duti~s, 
29 per cent inactive household duties, and 25 per cent read.14 
Smith also explained that the lowest average level of attention 
for women is between 4 and 6 p.m.15 This is important to this study 
of news show audiences, for much of television's n2vvs programming is 
directed toward the 5:30 to 6:30 p.m. (C.S.T.) audiences. 
Forest L Whan' s "Daytime Use of TV by Iowa Housewi ves 9 " a portion 
of Ib..§:. Iowa RE:_dio Audience Survey of 1957, shows that such programs as 
information and news drew almost no attention from housewives in the 
morning and afternoon hours.16 Whan used a sample of 1,425 television 
homes in which housewives kept diary records of personal daytime use 
of the television set for one day, from 5 a.m. to 6 p.m.17 The chances 
of getting typical viewing response in only one day seem rather limited, 
and the method used is subject to certain biases which will be discussed 
11smith9 p. 4, 
12Ibid., p. 2c 
13 Ibid. 
l4Ibid. 
l5Ibid. 9 p. 6. 
16 Whan, Forest L 9 "Daytime Use of TV by Iowa Housewives," The Iowa 
B_.§_di2_ Audienc.§:_ SurvIT of 1957 (Manhattan 9 Kansas State Universit::;:-1957) 9 
p. 7 0 
.11 
in Chapter II I. 
Another primary area of interest has been children's viewing. M,ny 
books have been devoted to this subject and many studies have b~en ·· 
conduited. The general conclusions of most researchers in regard to the 
child and news programs is typically stated in this manner:18 
Audience measurement studies have repeatedly shown 
that adult listeners and viewers like broadcast news Fnd 
that news shows rank relatively low as program types ampng 
children. · 
.The broad scope of audience measurement has probably received.most 
attention. Several extensive studies have been conducted, but th,se 
' 
have not been brpken down into specific areas such as news. 
Profile of the Millions is a comprehensive study of family 
television viewing in New York City. It was conducted by w. R. Simmons 
and Associates Rfsearch, Inc., and spqnsored by the New York News.19 
It deals exclusively with adults (defined as persons over 15 years of 
age), who lived within, a 50:..mile radius of'."" Manh'attan.20' rt· involves· 
a listed probabiiity s~mple of 10,147 adults living in separate house-
i 
holds.21 
Respondents were questioned about their TV viewing habits. First 
.. 1 -
they were asked tf the set was on, anq if so, the program and channel 
tuned.2.2 Then they were interviewed about their activities during arid 
l8Barnes, p. 326. 





after each station break.23 Emphasis of the study was on evening 
viewing (6 p.m. to 10 p.m. E.S.T.). 24 Interviewing was done evenings, 
Tuesday through Saturday.25 
Results of the study which affect the study of news audiences 
are the conclusions drawn for the evening hours 6 to 8 p.m., when 
evening news shows are scheduled. Between 6 and 10 p.m., 64 per cent 
of all TV home adults were at home.26 Of these, 33.2 per cent watered 
i 




PER CENT OF ADULTS AT HOME WATCHING TV - ALL CHANNELS 
ON AN AVERAGE EVENING, TUESDAY - SATURDAY 
Percent Percent 
Adults at Home Watching TV ---
- 7:00 p.m. 63.5 25.3 
6:30 - 7:30 p.m. 66.5 29.8 
7:00 - 8:00 p.m. 65.6 32.7 
7:30 ·· 8:30 p.m. 65,5 35.6 
8:00 - 9:00 p.m. 64.9 36.7 · 
8:30 - 9:30 p.m. 62.6 35.9 
9:00 - 10:00 p.m. 59.3 36.7 
23Profiles of th~ Millions (3rd Edition: New York, 196~), p. ix. 
24Ibid. 
25rbid., p. xi. 
26rbid., p. 2. 
27rbid. 
28 Ibid., PP• 3-9. 
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The number of adults at home decreased slightly over the evening 9 
but the percent watching increased over the evening. During news time, 
6:30-7:30 and 7:00-8:00, 29.8 per cent and 32.7 per cent of the adults 
at home were watching television. This does not mean that they were 
watching news, but the principal programming at that time is news in 
nature. 
Probably the most important and most recent of these TV studies 
is one conducted by Dr. Gary A. Steiner, and published as The People 
Look at Television: A Study of Audience Attitudes. The book is a 
report of a study at the Bureau of Applied Social Research 9 Columbia 
University, sponsored by the Columbia Broadcasting System.29 The 
purpose of the study was to explore viewers' attitudes towards 
television:30 
The emphasis in this study is on the attitudes and 
feelings associated with the television set and what is 
on it. We accept the general findings of the rating 
services with respect to the incidence of viewing and 
its temporal and geographic distribution. By and large, 
this study speaks not to such specifics, of who, when, 
and how much, but to underlying questions of~-
The study attempts to "measure and describe the public's reactions 
to television. 1131 It is based on the belief that "an empirical reading 
on such feelings and attitudes is of intrinsic interest to the student 
of mass communications. 11 32 
29steiner, Gary A., The People Look at Television: A Study of 
Audience Attitudes (New York, 1963), p. iii. 
30rbid., p. 5. 
31rbid., p. 6. 
32rbid. 
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Thus 9 the study approaches audience behavior from a sociologif::al 
point of view --- examining attitude and reaction. It does not delineate 
i 
news audiences 9 as such 9 but it. does supply some interesting informat~on 
about· news programming offered and the news shows which were view-ed, 1rnd 
about the nature of news audiences. 
Information for the study came from two basic sources: A national 
survey with a base of 2,427 principal informants who answered interv~ew 
questionnaires ;33 and a follow-up study of 300 persons in New York wh.o 
were part of the American Research Bureau (ARB) rating sample.34 The 
field work for the national survey was conducted by Elmo Roper and 
Associates in April, 1960, with results combined to provide the total 
sample.35 Interviewing was concentrated on weekday evenings and on 
week-ends:36 
On the assumption that there would probably be a 
strong relationship between attitudes toward television 
and the amount of time spent at home, we restricted all 
interviews with men, and half of those with women, to 
hours when a large percentage of the population is 
normally at home. 
Interviews were conducted in the homes using a questionnaire form 
which employed "open-ended" and "pre-coded" questions, rating scales, 
word lists and other sampling instruments.37 These interviews usually 
lasted about two hours each.38 
33steiner, p. 6. 
34Ibid., p. 11. 
35 Ibid., p. 7. 
36Ibid. 
37 Ibid., p. 8. 
JSibid. 9 p. 9. 
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ARB's ratings are based on a "rating panel," which consists of a 
group of individuals in TV homes who keep detailed records of their 
television viewing in a "diary."39 These diaries are collected 
periodically and the information is tabulated.40 ARB then determines 
which programs had the largest percentage of audience.41 
The 300 diaries used in the Steiner study were part of an ARB 
metropolitan New York rating pane1.42 Six months after the respondents 
were on this panel, they were interviewed with essentially the same 
questionnaire as was used in Steiner's national survey.43 The object~ve 
was to compare verbal responses about television with actual viewing 
patterns.44 It is in this diary-study that information exists which is 
of primary interest to this study of news audiences. 
Steiner's study showed that news programs accounted for 20 per cent 
of all the programs offered on New York stations during the study.45 
Because these programs were short in nature, they accounted for only 
5 per cent of total broadcast minutes.46 
More than one-third of all week-end daytime programs (before 6 p.m. 
41rt· , ld .. 
42 rbid. 




46Ibid., p. 164, 
E.S.T.) was informational-public affairs type programming.47 Only 10 
per cent of evening programming was of this nature.48 Informational-
16 
public affairs programs is a rather broad term, including regular news-
casts, special news shows, documentaries, public service material, and 
religious programs.49 
The study showed that of the programs watched, 29 per cent of these 
shows were news only and 5 per cent of other informational materia1.50 
Of the programs actually available, 20 per cent were news and 15 per cent 
in programs of other informational material.51 Thus, regular news shows 
were tuned much more often than were specials and informational shows. 
The explanation for the heavy selection of news, 
assuming there is no bias in the diary recording, may be 
found in the habitual, daily viewing of one or more short 
newcasts, perhaps analogous to newspaper reading. Some 
people who 'don't watch television' on a given evening may 
still tune to one or more news and weather reports. 
Viewing for information may be a more deliberate, if 
possibly routine, use of the set, whereas the specific 
type of entertainment taken is a more passive 'decision', 
depending largely on what is there.52 
As to the nature of the viewers, the study found that with higher 
education (college), viewers devote less of their viewing to action-
type programming, and more to news, public affairs, and heavy drama.53 
47steiner, p. 165 
48Ibid. 
49rbid. 
50rbid., p. 166. 
51rbid. 
52Ibid., pp. 167-168. 
53rbid~, p. 168. 
The difference is not large, however, and is found only in the sense 
that these viewer~ watched a larger percentage of news in comparison 
to their total viewing.54 Actually the least educated were the most 
exposed to news, as they tuned in more news shows.55 The average 
number of news programs tuned per week, per viewer, ranged from 12.5 
TABLE II 
NUMBER OF NEWS SHQ,\JS TUNED PER WEEK, PER VIEWER 
BY EDUCATIONAL LEVEL OF VIEWER 
17 
Education Number of Proqrams 
0-8 Years of school 
1-3 Years high school 
4 Years of high school 
1-2 Years college 
3-4 Years college 






Of the total number of programs which men watched, 31 per cent 
were- news-, and-6 per cent were informationai.57 Women watched 28 
per cent news and 4 per cent of other informational broadcasts,58 
Parents who had children 15 years old and younger watched 25 per cent 
54steiner, p. 170 
55Ibid. 
56Ibid., P• 171. 
57 Ibid., p. 173. 
58rbid. 
news and 3 per cent other informational programs, as compared to other 
parents who watched 33 per cent news and 6 per cent information~! 
programs.59 
Persons under 35 years of age watched 26 per cent news and 3 per 
cent other informational programs.60 Those 35 to 54 watched 28 per 
cent news and 5 per cent other informational shows.61 Those 55 and 
over watched 37 per cent news and 8 per cent other informational 
programs.62 
While the pattern is roughly progressive throughout 
the range, the biggest jump in the absolute and relative 
consumption of news occurs after fifty years of age. Per-
haps increasing reading difficulties turn some of these 
people to TV as their principal source of news; or possibly 
older viewers, on a less active schedule, become more habit-
uated to tuning to their favorite daily newscast. But what-
ever the reason, they average over t1;,1!ice as many news shows 
per week as those under thirty-five. 0 3 
During the average week, between 6:30 and 7:30 p.m. each day 9 
six of the seven New York channels broadcast at least one newscast.64 
Each viewer had five chances during his rating week to watch some news 
at this particular time; to watch some other program; or to not watch 
18 
at al1.65 The average viewer saw at least some news in the time period, 
the average being 1.2 times per week.66 But he only watched television 
59steiner, p. 175, 
60Ibid,, p. 176. 
61Ibid. 
63 Ibid. 




a total of 1.6 times per week during these hours, so news selection was 
quite high during this period.67 If the viewer had any exposure during 
the week to television in the time period 6:30 to 7:30 p.m., odds were 
three out of four that some news would be seen.68 
Of the respondents, 23 per cent actually watched daily newsca~ts 
during the 6:30 to 7:30 hour.69 Some 9 per cent watched something 
else, and 68 per cent saw no television at all during that time.70 
By education, 25 per cent of those with a high school education or 
less watched daily newscasts.71 Only 21 per cent of those with a 
college education watched daily newscasts.72 
The average week also offered 33 different occasions for the 
audience to select informational broadcasts.73 The average viewer 
watched television during nine of these opportunities, but selected 
informational programs only 1.4 times. 74 Thus, the average viewer 
selected only 16 per cent of the informational programs offered.75 
In conclusion, it appears that viewers develop regular habits 
about news show viewing. They watch more regular news programming 
than other informational-type shows. These viewers are exposed to 
67steiner, p. 189. 
6Sibid. 
69rbid. 
70ibid., p. 176. 
7l I bi d . , p • 189 • 
72 Ibid. 




a large number of news shows, especiqlly in the early evening. But 
they will rarely choose an informational-type program over an enter-
tainment program when they are offered at the same time of day. The 
Steiner study thus supplies some important information about viewer 
... . ' L,ra1ts, but it must be remembered that the research was conducted from 
a sociological standpoint. The "why" was examined more closely than 
' 1who", uhow" 9 or 11 what". 
The percentages used in the study are based only upon the number 
of programs tuned~ not on the total minutes of viewing time. This 
photochronographic study will measure audiences by the number of news 
shows tuned and the total minutes news programs were tuned. 
Rating services also do considerable work in audience research? 
but usually their information is concerned with program popularity. 
One field of exploration which is helpful in this study of news is 
A, C. Nielsen's "H6mes Using Television" information: 76 
?6A' .. -~,,e,.+,_·s1·nc,·· Aar:> Jan 1.; 19/3 p 1 ,U, --V ,,:_ ~,. , , _,, 0, , • 
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TABLE III 
HOMES USING TELEVISION 
YEARLY AVERAGE: Mf.Y, 1961, THROUGH APRIL, 1962 




































Nielsen's researchers show that the peak TV viewing time is from 
9 to 10 p.m. 77 At that time 59 per cent of all television homes have · 
77Aqvertising Age, Jan. 15, 1963, p. L 
their sets turned on.78 At that time, "someone is watching TV in 
26,671,000 homes. "79 
Morning news programs are usually in the 7-8 a.m. time period. 
That time period drew only 4.8 per cent of all TV homes.SO Noon drew 
23.7 per cent of the TV homes.81 The evening news time period had 
38.4 per cent of the TV homes, and the night news period about 50 per 
cent of the homes.82 
By use of an almost totally different technique of audience 
research, Dr. Charles L. Allen, director of the School of Journalism 
of Oklahoma State University, has provided some precise measurements 
of audience size and descriptions of viewing habits. Dr. Allen's 
television research involved a total of 95 families in three differ-
ent cities.83 The families in his ~tudies had their TV sets tuned 
more than 6,000 hours.84 The studies are based on film records of 
actual television audience behavior. This type of research was 
accomplished by photochronographic technique, which will be explained 
in Chapter II I. 
The Allen TV studies showed that the average viewing family had 





83cornish, Rita P., "Four Allen TV Audience Studies: A Research 




its television set turned on Jl.8 hours per week.85 Thus, the average 
family tuned in 4.5 hours of television each day.86 Of the weekly tot~l, 
58.5 per cent was night (6 p.m. - sign-off) programming.87 The- re-
spondents tuned 9o7 hours per week in the afternoon (noon - 6 p.m.), 
and onLy 3.5 hours per week in the forenoon.88 Afternoon tuning 
amounted to 30.5 per cent of the total, and forenoon tuning was 11 
per cent of the totai.89 
The Allen TV studies consisted of four surveys: Two in Stillwater, 
Oklahoma --- 15 families in 1961 and 20 families in 1962; and surveys of 
30 families each in Wichita and Tulsa in 196J. 90 These surveys showed 
average family tuning ranging from 26.5 hours per week to 38.6 hours.91 
The average audience was 1.42 viewers per minute.92 Of this 
average, .90 viewers were watching the program, while .52 viewers were 
in the room with the TV eet but had their eyes directed away from the 
set.93 The forenoon had an average audience of 1.14 viewers per minute, 











While the set was on in the average home, there was no audience 
19 per cent of the time.95 In the forenoon, there was no audience 30 
per cent of the time the set was on.96 Fourteen per cent of the time 
the set was on at night, there was no audience, and 24.6 per cent of 
the time it was on in the afternoon there was no audience.97 








METHODOLOGY AND SCOPE OF STUDY 
Television audience research is usually done by one of four method$, 
or by a combination of these techniques: 1 Personal Interview; Telephone 
Survey; Diary; or Mechanical Recording Device. 
Interviews always employ the recall method.2 The respondent is 
given a questionnaire to complete, or the interviewer asks questions 
and fills out the questionnaire with the respondent's answers.3 The 
respondent is required to remember details of programs he has seen 
previous to the interview, usually within the past 24 hours.4 If 
. ' 
program listings are provided to prompt the respondent's memory, the 
technique is called "aided recall. 11 5 
The personal interview method can be used to obtain detailed 
information, and it is valuable in gaining opinions and other qual-
itative information about programmtng and commercials. 6 But it also 
1seehafer, Gene f., and Laemm9r, Jack W., Successful Television 
~nd gadio Advertising (New York, 1959), pp. 268-272. 






has certain disadvantages:? 
Where respondents rrrust rely on unaided recall for 
their response, memory lapse may affect the accuracy of 
resultso 
The use of the roster method, however, may introduce 
a different bias --- in favor of listed stations and programs 
as oppos~d to nonlisted ones. 
To some extent respondents may inadvertently telescope 
data~ reporting not only for the time period requested but 
also for the same period for prior days. 
Telephone .§_:::_rv~E are conducted to gain "coincidental" data on 
viewing at the time calls are made.8 Random selection of homes is an 
"extremely rapid" and comparatively inexpensive means of gathering 
informationo9 Some researchers feel that the telephone survey is 
restricted to short conversations, but it is possible for a skilled 
interviewer to get detailed information.IO 
Trendex, for example, obtains not only basic rating 
facts, but also information on sponsor identification, 
audience composition, and the person who actually selected 
-'-he p-rooram 1 1 l.1J .... :J..._ ...... ¥ -
(Trendex's rating methods were greatly discredited oy the congres-
sional investigation of rating services in 1963.) 12 
The telephone survey cannot sample non-telephone homes, and it is 
26 
impractical to sample rural homes because of toll charges.13 Coincidental 
----·----
7seehafer and Laemmar, p. 271. 
8 rbid. 
9-b"d l. 1 • 
lOibid. 
11 Ibid. 
12tdvertisin£ ~~9 March 25, 1963 9 p. 12. 
13seehafer and Laemmar, p. 2700 
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calls must·be made during daytime hours or early evening for respondents· 
resent calls at inconvenient hours.14 Coincidental interviews are also 
made on a ushifting, random-sample basis. 111 5 And the respondent agi3-in 
must remember what he has seen. 
The diary rqethod involves placing a "viewing log" in a home and 
requesting that each man, woman, and child make a written record of 
viewing •16 The data are supposed to be recorded on a "round-the-clo,ck" 
basis, but the method suffers from recall bias 9 because the subjects 
often forget to record the program watched at the time it was watchea.17 
Respondents are also apt to become "extremely conscioys of their broad-
cast usage activity" and therefore do not select the programs they 
ordinarily would.18 
The diary method is used by the American Research Bure.au and 
Videodex in television audience research.19 Nielsen uses a diary 
{although somewhat different than the others) along with a mechanical 
recording device.20 
The primary ~echanica};_ recording techniques are Nielsen's Audimeter 
and Recordimeter and ARB's Arbitron.2 1 These mechanical devices are 
14seehafer and Laemmar, p. 270. 
l5 Ibid. 
l6Ibid. 
17rb· , 1a. 
18Ibid., p. 271. 
19rbid. 
20Tb"d ~ l • 
21 Ibid., p. 269. 
wired into the TV set to measure tuning --- not viewing. 22 
Data recorded by the recorder provide the basis for 
complete information on ratings~ sets in use, homes reached, 
and share of audience. Set usage can also be analyzed in 
relation to detailed characteristics of viewing-listening 
homes 9 such as income, location, and size of family.23 
The mechanical method coupled with the diary technique is probably 
the most widely-employed method of TV audience research currently used. 
But there are certain disadvantages to both types of methodology, and 
the systems are quite expensive.24 It does not provide data about 
audience composition.25 Tabulation of data is usually slow. 26 The 
results are based on tuning, not on viewing.27 
Photochronographic Methodology 
The television audience research upon which this thesis is based 
was done by means of a precise photochronographic instrument which was 
installed in the individual homes in such a manner that a sequence of 
still pictures was taken of viewers at pre-selected intervals. This 
instrument is known as the QLnaScope.28 
The DynaScope utilizes the carcass of a motion picture camera 
connected with one or more timing mechanisms and is mounted in a steel 
22seehafer and Laemmar 9 p. 269. 





28The DynaScope was invented by Dr. Charles L. Allen, Director of 
the School of Journalism, Oklahoma State University; 
29 
cabinet. It can use 8-mm, 16-mm, or 35-mm film. It records orr film the 
actual activity in front of the television set. The pre-selected time 
interval for all the studies upon which this thesis is based was 15 
seconds, thus producing four pictures per minute while the television 
set was in use. 
Usually the DynaScope was placed on a small table next to the TV 
set, so that the lens was about level with the center of the set's 
picture, and in certain instances, the DynaScope was pla~ed on top of 
the set. The set was then hooked synchronously with the DynaScope, so 
that both were turned on by the same switch. Sometimes in especially 
dark homes, a 100-watt light was also hooked in the same power line so 
it would come on whenever the set was turned on. 
Wide angle lenses were employed to give a complete picture of the 
normal viewing situation. The 10-mm lens will give a 58-degree angle 
which usually covers the viewing area sufficiently. 
The members of the families in the studies were instructed to 
leave at least one light on in the room at night, which was sufficient 
illumination for DynaScope pictures. A standing or hanging mirror was 
placed in front of the set within camera range, so that the image 
reflection could be picked up on film at the same time the audience was 
photographed. 
In addition to this film record, the family kept a diary. Actually, 
a current TV ~uide was supplied each week, and the respondents marked 
the programs they watched. The diary plus the mirror image reduced 
errors in program identification by researchers. 
Also in the background was a clock-calendar system which made 
clear the exact day and time. Another electric clock was plugged into 
the power· supply line for the set and DynaScope so that it would also 
go on and off with the set~ This clock was actually a film-use meter, 
telling the number of hours the set was in use. When the time on the 
clock indicated that the roll of film was about completed, someone in 
the family called a researcher who changed the roll. There was a time 
period of about one hour during which the film could be changed. 
30 
The first DynaScope study was conducted in Stillwater, Oklahoma, 
from October 15, to November 25, 1961. It involved 15 families who 
volunteered their homes for research without promise of monetary reward. 
These families were solicited by students in a graduate journalism 
seminar at Oklahoma State University. 
The second study also was done in Stillwater, from September 13, 
to Novemb~r 10, 1962. Students agairi conducted the research, soliciting 
20 families who volunteered for the study without payment. Both these .. 
studies were partially financed by the Oklahoma State University Research 
Foundation. The two Stillwater studies and two later s~udies were 
completed in about six weeks. The DynaScopes were left in each home 
for two weeks. 
The third and fourth studies differed slightly from the first two 
in that they were supported largely by magazine publishing associations. 
No Oklahoma State University funds were used in these studies. The 
families, 30 in Wichita, and 30 in Tulsa, were paid $5 per week per 
family. The researchers who conducted the studies were all paid 
professionals. The ·study in Wichita was done from December 29, 1962, 
to February 9, 1963, while the Tulsa study was from February 9, to 
March 23, 1963, 
In the first two studies, the student researchers contacted subject 
31 
families by knocking on doors and working through friends. In the WichHa 
and Tulsa studies, the cities were first divided by a grid into six parts. 
One-sixth of the total families needed in the sample was obtained in e?ch 
of these areas. Within these locations, the field workers obtainedhomes 
by approaching the first home on a designated street, explaining the 
purpose and method of the research, and requesting the family's coopera-
tion. If the family would not cooperate, the field worker went to the 
next house 9 and so on, until he obtained a cooperating family. When 
one family was obtained, the field worker did not approach the next 
house, but moved on to the next block. In the Tulsa study, no home 
was selected which was closer than five blocks to any other home in 
which the DynaScope was then installed. 
The rate of acceptance by Stillwater families was 80 per cent. 
In the beginning of the Wichita study, the rate of acceptance was only 
20 per cent, but for the selection of the last ten homes, it was 80 per 
cent. Tulsa averaged 60 percent acceptance. 
When the film had been processed it was analyzed on electronic 
micro-film viewers. In the first two studies, the scanning was done 
by students. In the last two studies, paid scanners conducted the fil~ 
viewing. 
Since a picture had been made every 15 seconds, four pictures 
constituted one minute of viewing. It was on this basis, four frames 
per minute, that tabulation was done. The scanners recorded on a tab-
ulation sheet the time, the name of the show, the number of "attentive" 
and "inattentive" viewers (broken down by men, women, teenagers, grade-
schoolers, and preschoolers), commercial minutes, and minutes of co-
ordinate activities. 
32 
Th~ tabulating sheets were combined by week and by family for fur-
ther processing. In the first Stillwater study~ totalling of the tabula-
tion sheets was done manually. The results of the second study were 
found by data processing in Oklahoma State University's computing center. 
j 
The programming and direction of this work was done by a graduate journa-
lism student with considerable data processing experience. Tabulation of 
the results of the Tulsa and Wichita studies was done by the IBM Service 
in Tulsa. 
Terminology 
The following terminology is quite important in interpreting the 
results of this study: 
Sets-in-Use time is .the time the television set was turned on and 
~~ -- ~- ' 
tuned to a program. It does not mean necessarily that anyone was in 
front of the set watching. 
Minutes-Tuned-to-News means that specific sets-in-use time when 
only news programs were tuned. 
6_!_ten!_ivf Minutes are those minutes in which a viewer had his eyes 
directed toward the television screen for at least two of the four pie-
tures taken during that minute. 
Attentivf Viewer Minutes are found by multiplying the number of 
attentive viewers by the number of minutes: 
l Attentive Viewer Minute= l Attentive Viewer X l Minute 
Attentive viewer minutes are used to measure the size of the atten-
tive audience. Attentive minutes are used to determine the percentage 
of sets-in-use time when attentive viewers were present. Attentive 
minutes differs from attentive viewer minutes, because the former 
measures time and the latter measures audience. 
An attentive minute may have one or more attentive viewers in the 
audience during that minuteo 
Inattentive Minute~ are those in which no viewer's eyes were 
directed toward the television screen during any two of the four pic-
tures taken in that minute. 
Inattentive Viewer Minutes are found by multiplying the number of 
inattentive viewers by the number of minutes: 
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1 Inattentive Viewer Minute= 1 Inattentive Viewer X l Minute 
Viewer Minut~~ are found by combining attentive viewer and inatten-
tive viewer minutes or by combining family member viewing minutes. 
Family Members include the men 9 women, and children of each family. 
"Children" included those boys and girls under 18 years of age. In the 
Allen TV audience studies, those under 18 were broken down further into 
teen-age, grade-school and pre-school classifications. 
Family Member Viewing Minutes are the attentive and inattentive 
viewing minutes of the men, women 9 and children in the study. 
No Audience time is that time in which there was no one in the 
picture. The TV set was turned on but no one was in the room with the 
set. No attempt was made to measure the amount of "listenership" by 
those outside the room who could not see the TV screen, but may have 
heard some of the sound. 
Average Audience is the average number of viewers in front of the 
TV fet during a typical minute. This figure was determined by dividing 
the total viewer minutes by the number of minutes tuned to news. 
Average Attentive Audience is the average number of attentive 
viewers in front of the TV set during a typical minute. This figure 
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was determined by dividing attentive viewer minutes by the minutes tuned 
to news. 
viewer minutes by the number of minutes tuned to news, The figµre 
represents the average number of inattentive viewers in front of the 
set during a typical minute. 
Coordinate Activities are those activities other than viewing 
which are performed in conjunction with viewing. The viewer can be 
either attentive or inattentive while performing a coordinate activity. 
To find detailed information about news programming a system was 
developed for extracting the needed information about specific programs. 
First, news shows were divided into two classifications: regular and 
specia 1. 
Regular News Shows are those scheduled news shows of local or net-
work origin which deal with current news or weekly recaps. Weather and 
sports are not included in this definition of news. 
9P.§ .. S:Jal News ~b.2.~.s. consist of documentaries, news analyses~ news 
panels~ and live special broadcasts. Shows such as Today and Calenda£_ 9 
even though they contained news broadcasts, were not considered in this 
study because news is only a small part of the content and it was too 
difficult to discern the news portions. 
Time Periods 
The Allen TV audience studies have been constructed so as to reveal 
viewing information for three periods during the day. These time periods 
called "day parts" --- are forenoon~ afternoon 9 and evening. 
Because regular news shows fall more naturally into five distinct 
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timepatterns, this news study employs five day parts: Morning, signron 
to 11:29 a.m.; Noon, 11:30 a.m. to 12:59 p.m.; Afternoon, 1 p.m. to 4.:59 
p.m.; Evening 9 5 p.m. to 6:29 p.rn.; and Night, 6:30 p.m. to sign-off. 
Data Sheets 
Data sheets were prepared which could record information on fami~y; 
program selection; station selection; time selected; day; attentive min-
utes; attentive viewer minutes (men, women, and children); inattentive 
minutes; inattentive viewer minutes (men, women, and children); atten-
tive only minutes; inattentive only minutes; no audience minutes; total 
viewer minutes; sets in use minutes; commercial minutes; and co-ordinate 
activit~ minutes. These data were taken from the original tabulation 
sheets for all viewing in the Allen studies. From these news data 
sheets, information was transferred to family summary sheets, then 
compiled in tabular form for each study. 
Technique Advantages 
The advantages of employing the photochronographic research tech-
nique, as revealed by this study include: 
1. Detailed audience composition data. This technique tells who 
watched, what they watched, when they watched, and how they watched. 
2. Actual eroof of audience. This technique is not subject to 
recall bias. It tells exactly what was watched and who watched. It 
is the only method which tells whether the viewers were attentive or 
inattentive. 
3. Positive 12!29.~ identification. With the film record and the 
diary, near-perfect identification of programs is possible. The measure-
36 
m-ent of time the set was on and tuned to specific programs is very 
accurate. 
4. Coordinate Activities. The camera catches all the activities 
which are performed while viewers are present. The camera remembers 
when the human mind does not. 
Film can be stored and referred to readily 
for accuracy che~ks. All other methods which depend upon human memory 
are subject to the errors of forgetfulness. 
6. Convenient ~uipment. Installing the equipment for this 
methodology takes only a short time, and its appearance is not objection~ 
able to the family. 
Technique Disadvantages 
Disadvantag~s of photochronographic methodology include: 
1. Expense. Co~t of conducting this type research is relatively 
great. 
2. 1ength ~i tabulation. Film scanning and data tabulation is 
tedious and time consuming, but it is the most accurate method yet 
devised for determining the actual audience. 
3. Commerdal identification. Correctly identifying commercial 
images is extremely difficult. 
This methodology, like any other, depends for 
its accuracy upon its researchers. A£ the researchers in the Allen studies 
gained greater knowledge of the technique, the accuracy of the research 
increased. 
5, Viewer bias. It is conceivable that the viewers would be aware 
' 
of the presence of the camera in the room, thus affecting normal viewing. 
However, after considerable research, the Allen studies have revealed 
that if viewer bias exists, it exists only in the first day or two of 
DynaScope presence. Family films indicate that the viewers soon forget 




This research is based on the television viewing of 55 families 
for a period of two weeks each. It includes all 35 families in both 
Stillwater studies and a representative sample of 10 families from each 
of the two other studies. The entire sample includes 195,796 minutes of 
sets-in-use time or 3,513 hours. The study is based upon 783,184 
individual pictures, each a sample of human behavior in television 
viewing situations. 
TABLE IV 
SETS-IN-USE TIME AND NUMBER OF INDIVIDUAL DYNASCOPE PICTURES 
Study Minutes Pictures ---
Stillwater, 1961 49,lll 196,444 
Stillwater, 1962 63,566 254,264 
Wichita, 1963 45,258 181,032 
Tulsa, 1963 _]_7,861 151,444 
55 Families 195,796 783,184 
Family Size 
The average family consisted of 3.72 persons in this 55-family 
study. The average famtly had 2.16 adults and 1.56 children. In total, 
the study was based on the TV viewing of 205 persons --- 119 adults and 
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86 children. 
The first Stillwater study had an average family size of 3.93 
persons. The second study had an average family size of 3.55. The 
Wichita study average 4.00 persons per family and Tulsa had 3.50 
persons per family. The first Stillwater study had an average of 
1.67 children 9 and the second Stillwater study had 1.35. The 
Wichita study had an average of 2.00 children and Tulsa had 1.40. 
TABLE V 
FAMILY CHARACTERISTICS AND AVERAGES 
Total Number of Persons 
in 55 Families: 
Total Number of Adults: 
Men 
Women 
















Family Characteristics, StilJwater Study, 1961 
1. Man, 25, stock clerk at grocery store. Wife, homemaker. One boy, 
2f. Two girls, Jt years, 17 months. 
2. Woman, 35, grocery clerk. Three boys, 14, 12, 11. 
3. Man, 35, insurance sales. Wife, 29 homemaker. One boy, 3. 
One girl, 6 months. 
4. Man, 44, newspaper advertising salesman. Wife, 39, registered 
nurse (works only 25 days per year). One boy, 7. 
5. Man, 27 assistant manager department store. Wife, 28, homemaker. 
One boy 9 5. One girl 2f. 
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TABLE VI 
FAMILY CHARACTERISTICS IN EACH OF THE FOUR STUDIES 
Total Grade 
Study Men Women Adults Pre-School School ---- -·~~-·----- ----
Stillwater 9 1961 17 17 34 9 11 
Stillwater, 1962 23 21 44 7 7 
Wichita, 1963 10 10 20 3 14 
Tulsa, 1963 10 11 21 _2_ -~ 
55 Families: 60 59 119 24 36 


















6. Man, 50, mail eqrrier. Wife, homemaker and manager of photography 
studio in home. · One son, 22 (adult), college student. 
41 
7. Man, 50, owner of cleaning establishment. Wife works at establishm~nt 
in evening. 
8. Man, 48, real estate. Wife, homemaker. Faur girls, 19 (adult), 
college student, 14, 8, and 7. 
9. Man, 29, newspaper linotype operator. Wife, homemaker. One girl, 8. 
10. Man, 44, university employed printer. Wife, registered nurse. One 
girl, 16. Two boys, 11t, 11t. 
11. Woman, 46, consultant school lunch workshop and student. Four boys: 
20, 19 (adults), college students, boys, 17, 16 away in school. One 
gir 1, 14. 
12. Man, 41, manager university bookstore. Wife, university employed 
secretary. Two girls, 13, 8. 
13. Man, 39, university dean. Wife, homemaker. Two boys, 12, 9. One 
girl, 7 months. 
14. Man, 55, university agronomist. Wife, 50, teacher. One girl, 20 
(adult), college student. 
15. Man, 51, editor of university magazine. Wife, 49, homemaker. One 
boy, 19 (adult), college student. One girl, 5. 
Family Characteristics, Stillwater, 1962 
1. Man, 38, co-qwner mens store. Wife, 38, homemaker. Two girls, 
15,, 11. 
2. Man, 55, state engineer. Wife, 45, own~r-manager of floral shop. 
One boy, 23 (adult), owner-manager of floral shop. One girl, 15. 
J. Man, 29, credit manager lumber company and part-time rancher. 
Wife, 24, homemaker. Girl, 13 months. 
4. Man, 45, tool pusher. Wife, 42, owner-manager of liquor store. 
5. Man, 22, part-time university employee and student. Wife, 21, 
homemaker. One boy, 5 months. 
6. Man, 52, postal employee. Wife, 46, homemaker. Two girls, 15, 10. 
7. Man, 29, owner-manager buildings materials store. Wife, 25, homemaker. 
Two girls, 2t years, 4 months. 
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8. Man, 50, railroad employee. Wife, 39, clerk at department sto:r:e. 
One girl, 16. 
9~ Man, '60, carpenter. Wife, homemaker. One son, 26 (adult), mechanic. 
One girl, 17. 
10. Man, 49, court reporter. Wife, 41, court clerk. Two girls, 15, p. 
11. Man, 30, driller. Wife, 30, beautician. Two boys, 7, J. 





Five boy,;: 18 (adult), college student, 17, 12, 8, 6. Two girls, 
15, 2t. 
Man, 65, retired school teacher. Wife, 66, homemaker. 
Man, 28, assistant county agent. Wife, 27, homemaker. One boy, 4, 
Man, 52, driller, Wife, 52, waitress. One girl, 15, 
Man, 44, optometrist. Wife, 42, homemaker. One girl, 14. One boy, 
10. 
17. Man, 38, electric foreman for plumbing company. Wife, 37 runs ~ay 
nursery in h?me for 15 pre-school children. Two boys, 16, 14. 
18. Woman, 64, widow, property owner. (Two roomers in home). One 
adult male student. One adult female student. 
19. Man, 66, rettred contractor. Wife, 60, homemaker. 
20. Man, 65, executive secretary pharmaceutical association. Wife, 
65, homemaker. 
ijamily Characteristics, Wichita Study, 1963 
1. Man, 32, attorney. Wife, 35, registered nurse. One boy, bt, 
Two girls, 14 years, 11 months. 
2. Man, 36, grocery store owner. Wife, 35, homemaker. Two boys, 
12, 9. 
3, Man, 45, production manager pulley company. Wife, 41, homemaker. 
Three girls, 16, 10, 10. 
4, Man, 19, printer and college student. Wife, 18, homemaker. 
5, Man, 44, bond house cashier. Wife, 45, homemaker. Two girls, 
13, 6. 
6. Man, 37, missile electric maintenance. Wife, 37, homemaker. Two 
boys, 12, 10. Two girls, 9, 7. 
7. · Man, 56, pressm·an. Woman, 58, teacher. 
8. Man, 50, university custodian. Woman, 50, homemaker. One boy, i2. 
9. Man, 46, heavy equipment operator. Wife, 36, part-time waitress. 
one girl, 8. 
10. Man, 35, heating engineer. Wife, 34, homemaker. Two boys, 12; 5. 
Two girls, 10, 2t. 
Family Characteristics, Tulsa Study, 1963 
1. Man, 52, owner car wash. Wife, 48, teacher. One girl, 18 (adult), 
college student. 
2. Man, welder. Wife, 37, school cafeteria worker. One girl, 15. 
3. Man, 31, jet mechanic. Wife, 29 homemaker. Two girls, 11, 8. 
4. Man, 31, assistant manager water plant. Wife, 31, homemak~r. 
One girl, 3. One boy, 20 months. 
5. Mani 40, aircraft mechanic. Wife, 38, school lunch worker. One 
girl, 17. One boy, 14. 
6. Man, 48, civil engineer. Wife, 42, newcomer hostess. One girl, 
19 (adult), away at college. 
7. Man, 28, salesman. Wife, 28, homemaker. One girl, 3. One boy, 1. 
8. Man, 33, purchasing agent. Wife, 32 homemaker. Two girls, 11, 8. 
One boy, 3. 
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9. Man, 55, stillman, oil refinery. Wife, 49, part-time general office 
worker. One girl, 17. One boy, 13. 
10. Man, 71, retired teacher. Wife, 64, retired cateress. 
Seasonal Factors 
Seasonal variations are important in television viewing. The 
Stillwater studies were conducted in early fall when temperatures were 
relatively mild. The Wichita and Tulsa studies were done in the winter, 
with the Wichita study in late December, January, and early February. 
The Tulsa study was conducted in February and March. While the Wichita 
4-4 
study was conducted temperatures varied from 40 above zero to 12 degr~es 
below zero. 
Naturally, the average family stays home more du:ring cold weath~r. 
Thus, the viewing figures for the Wichita and Tulsa studies were 
influenced by this factor. 
News Occurrences 
Another influence on this study was the occurrence of news events. 
When spectacular news events take place, or moments of world crisis 
approach, television news departments devote considerable time to special 
coverage. This increases the number of news shows offered the public, 
and could conceivably increase the interest of the viewing public. 
Three of the studies were conducted during periods of time when 
there were few unusual new events. But the second Stillwater study, 
during the September through November, 1962, period, caught enough 
special news happenings to make it an abnormal news period. 
In late September and early October, 1962, for example, the United 
States was at the brink of war with Cuba. Military power was bolstered, 
and world attention was focused on the situation. Much television 
coverage was devoted to United Nations sessions and to special analyses 
of the crisis. 
During the fall of 1962, Oklahoma and the nation were holding elec~ 
tions. In Oklahoma, extensive coverage was given the governor's race, 
and after Oklahoma had elected its first Republican governor in history, 
considerable programming was devoted to the "why" of the election. 
And while all this was happening, an American astronaut was launched 
into space with full television coverage. 
News Diet 
There a~e many variations in programming, so it is difficult to 
list daily n~ws shows, and especially week-end news programs. It is 
almost impos~ible to chart specials. 
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In orde:i; to present a "menu" of news programs for the four studies, 
IY Guides wh~ch served as family diaries were used to prepare listings 
of regular news programs. These listings are shown in Tables VII through 
X. These lists are not hard and fast schedules, for many, many changes 
take place in television programming. 
Where news and weather were listed in the same program, the weather 
portion was assumed to be five minutes in length. Thus if a news and 
weather program was 15 minutes, the first 10 minutes were tabulated 
for the purposes of this thesis. The last five minutes being weather, 
were -not tabulated. 
TABLE VII 



















* Network Show 
1* Not carried' throughout 
*** Only on Friday 
Sunday 
1000-1009 p.m. 
1000-1014 p. m. 
1000-1009 p.m. 
















0530-0544 p~ m. 
1000--1009 p~m. 























TABLE VII I 
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,:- Network news 
1000-1009 p. m. 




** Varied from Saturday to Saturday 
*** Varied with Saturday night movie 
Weekd9ys 
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Commercials 
The methodology used in this study cannot give data on all TV 
commercials for several reasons: 
L Many commercials are "integrated" with the program; i.e. the 
commercial is done by talent on the program in such a manner as to make 
it impossible for the film scanner to tell when the commercial starts 
or stops. 
2. Pictures taken at intervals of 15 seconds, will miss some 5-
and 10-second commercials. 
Ji Persons tuning a new program will sometimes stand in the way 
of the lens when a commercial is on the air. 
4, The picture tube and the set adjustments may be so imperfect 
that a commercial cannot be positively identified. 
5. In certain instances poor lighting and distant mirrors c~used 
problems with commercial identification. 
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Commercial minutes were identified whenever possible. When 
impossible to identify the commercials, no mark was made on the tab-
ulation sheet. Therefore, in this study some commercials have been 
assumed. If the show was 5 to 10 minutes in length and no commercials 
were identified, one commercial was assumed. Two commercials were 
assumed for 10 to 20 minute shows. If anything, this was an under-
estimation. Commercials were asrnmed in about 20 per cent of the shows. 
CHAPTER V 
HOW REGULAR NEWS SHOWS WERE VIEWED 
The 55 families in these four studies tuned to nearly 1,000 regular 
news shows. The average family during the two-week study period dialed 
17.8 news programs, an average of 1.28 shows per day. Most of these 
shows were after 5 p.m., in the evening and,night day parts. 
TABLE XI 
NUMBER OF NEWS SHOWS BY DAY PARTS 
Stud_y Morning Noon Afternoon Evening_ Nigh_i Total 
Stillwater, 1961 10 31 8 66 106 221 
Stillwater, 1962 20 39 33 140 123 355 
Wichita, 1963 23 31 28 55 68 205 
Tulsa, 1963 '4 .Jj_ 25 78 76 197. --2. 
55 Families 56 116 94 339 373 978 
Family Averages: 
2 Weeks: 1.0 2.1 l. 7 6.2 6.8 17.8 
1 Day: .07 .16 .12 .44 .49 1.28 
Per Cent of Number of News Shows by Day Parts 
Noon Afternoon Total 
5.6 11.8 9.7 38.l 100.0 
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Mo-rnirrg--news programs were··the least' tuned; with only 56 dialed 
throughout the Jour studies~ The two-week average was only one p~r 
family, a mere .07 programs per day. Noon and afternoon news shpws 
fared a little qetter 9 with 21. 5 per cent of the number of news .. shpws 
tuned~ But evening and night news programs totaled 73 per·cent of the 
shows tunedo 
Although t~e heaviest emphasis is now being placed on the even~ng 
( 5:30-6:30 porn. -CoS. To) news hour by TV networks, the viewers in thpse 
studies dialed more night ( 10 p.m. C.S. T.) news than evening programs. 
Minutes ?f News 
The averag~ family dialet!:··1-99.;-9 -minutes of regular news dur~ng 
the two-w~ek period,_ an average of 14.27 minutes of regular news ej:lCh 
day. Of that daily amount, 11.64 minutes were tuned after 5 p.m., 
81.5 per cent. 
TABLE XII 
TOTAL MINUTES OF NEWS BY DAY PARTS .. 
Study Morning Noon Afternoon :Evening Night ~ 
Stillwater 9 196l 121 318 40 764 1,465 2,708 
Stillwater, 1962 113 350 165 1,951 1,526 4,105 
Wichita, 1963 ll3 349 140 666 919 2,187 
Tulsa, 1963 --12. _12.Q ill 800 ~ 1 z 99!!; 
55 families 362 1,167 500 4,181 4,784 10,994 
' 
Family Averages: 
2 Weeks: 6.6 21.2 9.1 76.0 87.0 199.9 
· 1 Day: .47 1.51 .65 5.43 6.21 14.27 
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Per Cent of Minl)tes of News by Day Pa:rts 
Morning Noon -.- Afternoon Evenina Total 
3.3 10~6 4.6 38.o 43.5 109.0 
Audience Size 
The average-audience figures (total viewer minutes divided by total 
minutes tuned to· news) tell how many persons were in front of the set 
during a typical minute when the set was tuned to news. The average 
audience for regular news fhows was 1.088 viewers per mlnute. 
TABLE XIII 
AVERAGE TOTAL AUDIENCE PER MINUTE FOR NEWS BY DAY PART 
Study M.Q.rni1!£ Noon Afternoon Evening Night Total 
Stillwater, 196+ .421 .704 .950 1.12.3 .945 .943 
Stillwater, 196~ 1.168 .774 .976 1.071 1.364 1 11::~ - . ,.,._,..,.,,,, 
Wichita, 1963 .796 .728 .850 1.161 l.536 1.211 
Tulsa, 1963 .867 1.140 .716 -946 1.111 1.015 
55 Familie$ .790 .788 .858 1.071 1.222 1.088 
The day part with the smallest audience was noon with only .788 
viewers per minute. This in contrast to the number of noon shows having 
been tuned was more than either morning or afternoon shows. Morning, with 
the lowest number of news shows tuned, had almost as small an audience 
as did noon, with only .790 viewers. 
The largest audience was at night with 1.222 viewers per minute. 
The evening audience had l.071 viewers per minute. 
The Wichita study had the largest average audience for an individual 
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study with 1.211 vi~wers per minute. The first Stillwater study had 
the smallest total average audience with .943 viewers. There was only 
a .268 difference between the high and low audience figures for 
individual studies, while there was a difference of .434 between the 
high and low average audience figures by day parts. 
Audience Attention 
The average attentive audience is the number of attentive view!=:rs 
watching the set during the typical minute news is on TV. The average 
inattentive audience is the number of inattentive viewers in front of 
the set during the typical minute of a news show. The average atten-
tive audience per minute for regular news was .562 viewers, and the 
average inattentive audience was .526 viewers. 
TABLE XIV 
AVERAGE ATTENTIVE AUDIENCE PER MINlJfE FOR NEWS BY DAY PARTS 
~!:udy Morning Noon Afternoon Evenina Night Total -----
Stillwater, 1961 .099 .421 .575 .686 .474 . 513 
Stillwater, 1962 .380 .343 .430 .516 .773 .588 
Wichita, 1963 .292 .364 .436 .692 .919 .698 
Tulsa, 1963 .200 .413 .155 .321 .573 .425 
55 Families .251 .380 .358 • 537 .673 .562 
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TABLE XV 
AVERAGE INATTENTIVE AUDIENCE PER MINUTE FOR NEWS BY DAY PART 
Study Morning Noon Afternoon Evening Night Total -.-
Stillwater, 1961 .322 .283 .375 .437 .470 
Stillwater, 1962 .788 .4.31 .545 .558 .591 
Wichita, 1963 .504 .364 .414 .468 .617 
Tulsa, 1963 .667 .727 .561 .625 .538 
55 Families .539 .408 .500 .534 .• 549 
TABLE XVI 
AVERAGE ATTENTIVE, INATTENTIVE, AND TOTAL AUDIENCE PER MINITTE 
































The Wichita study had the largest attentive audience average for 
individual studies with .698 viewers. The Tulsa study had the lowest 
attentive audience average with .425 viewers. Tulsa had the largest 
inattentive audience, though, indicating that Tulsa viewers busied 
themselves with other things while watching and listening to TV news. 
The smallest average attentive audience was in the morning with 
.251 average viewers per minute. The largest average attentive audience 
was at night with .673 viewers. The average inattentive audiences did 
not differ greatly. The smallest audience was at noon with ,408 viewers 
and the largest at night with .549 viewers. The difference between the 
morning average inattentive audience and the night inattentive audience 
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was only one one-hundredth of a viewer. 
The average inattentive audience was larger than the average atten-
tive audience for the first three day parts. The inattentive audience 
and the attentive audience were about the same during the evening period. 
The average attentive audience was considerably larger than the inatten-
tive audience during the night period. 
Inattentive viewing was greatest (by percentage) during the morning, 
noon, and afternpon, when the audiences were smallest. Attentive viewing 
was greatest during the evening and night time periods when audiences 
were largest. But, in overall viewing, about half of all viewers were 
attentive and about half were inattentive. 
TABLE XVII 
PER CENT OF TOTAL VIEWERS, ATTENTIVE AND INATTENTIVE, FOR Na4S 
Study Per Cent Attentive Per Cent Inattentive Total ---
Stillwater, 1961 54 • .32 L~5. 68 100.0 
Stillwater, 1962 51.00 49.00 100.0 
Wichita, 1963 57.67 42.33 100.0 
Tulsa, 1963 41.87 58.13 100.0 
55 Families 51.64 48.36 100.0 
No Audience Time 
A no audience minute is a minute in which the set was tuned to 
news, but no one was in the room watching or performing other activities. 
The average no audience time per day during news shows was 4.04 minutes. 
Thus, 28.23 per cent of the time the set was tuned to news, there was no 
one in the TV room. 
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TABLE XVIII 
TOTAL NO AUDIENCE MINUTES FOR NEWS BY DAY PARTS 
Study Morning Noon Afternoon §vening Night Total 
Stillwater, 1961 72 145 17 199 526 959 
Stillwater, 1962 60 151 47 570 180 11008 
Wichita, 1963 46 155 51 201 141 594 
Tulsa, 1963 8 39 59 282 .,.. 155 _543 
55 Families 186 490 174 1,252 1,001 3, 10Ll-
Family Averages; 
2 Weeks: 3.4 8.9 3.2 22.8 18.2 56.5 
1 Day: .24 .64 .23 1.63 1.30 4.04 
TABLE XIX 
PERCENTAGE OF NO AUDIENCE MINUTES DURING NEWS 
Minutes Per Cent 
Study No Audience Minutes Tuned to News No Audience - --- --- -- - -----
Stillwater, 1961 959 2~ 708 35.41 
Stillwater, 1962 1,008 4,105 24. 56 
Wichita, 1963 594 2,187 27 .16 
Tulsa, 1963 543 1~994 27.23 
55 Families 3,104 10,994 28,23 
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TABLE XX 
PER CENT OF MINUTES OF NEWS, NO AUDIENCE PRESENT BY DAY PART 
Morning Noon Afternoon Evening Night Total 
Minutes No Audience 186 490 174 1,252 1,001 3,104 
Minutes News Tuned 362 1,167 500 4,181 4,784 10,994 
Per Cent No Audience 51.38 41.99 34:80 29.94 20.92 28.23 
Most of the no-audience minutes were after 5 p.m., because the 
greatest amount of sets-in-use time was after 5 p.m. By comparing no-
audience minutes per day part against minutes tuned to news per day 
part, it can be seen that the first three day parts have the larg,st 
percentage of no-audience time. Morning news shows had 51.38 per cent 
no-audience ,time. Noon shows had 41.99 per cent and afternoon had 
34.8 per cent. Evening news shows had the largest quantity of minutes 
of no-audience time, but percentage-wise ,had only 29.94 per cent no-
audi~nce. Night shows had 20.92 per cent no-audience. 
The first Stillwater study had the greatest overall percentage 
of no-audience time with 35.41 per cent. The second Stillwater study 
had the lowest percentage, 24.56 per cent. 
Viewer Results 
While the set was tuned to news, an attentive viewer was present 
43.89 per cent of the time. An inattentive viewer was in front of the 
set 39.74 per cent of the time. There was no audience 28.23 per cent 
of the time. 
TABLE XXI 
PER CENT OF MINUTES OF NEWS, ATTENTIVE AND INATTENTIVE, 
WHEN VIEWERS WERE PRESENT, AND NO AUDIENCE TIME 
Attentive Inattentive 
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Study Viewers Present Viewers Present No Audience ----- -- ----
Stillwater, 1961 38.81 35.30 35.41 
StillwatE?r, 1962 47.04 42.89 24.56 
Wichita, 1963 50.52 35.57 27 .16 
Tulsa, 1963 37.06 43.83 27'.23 
55 Families 43.89 39,74 28.23 
The Wichita study had the highest percentage of time with atten-
tive viewers present, 50,52 per cent. Tulsa had the lowest with 37.06 
per cent. In turn, Tulsa had the highest percentage of time with 
inattentive viewers present, with 43,83 per cent. The 1961 Stillwater 
study had the lowest percenta<;ie of inattentive vtewers with 35.JO per 
cent. 
Thus, a little more than 70 per cent of the time news was tuned, 
a viewer was present. Nearly 44 per cent of this time news was tuned, 
an attentive viewer was present. Nearly JO per cent of the time, no 
one was present. 
Family Member Viewing 
Men viewed the most news each day, and they were the most attentive 
viewers. The average male audience per minute for regular news shows 
was ,442 viewers. The average attentive male audience was .286 viewers 
per minute, and the average inattentive male audience was .156 viewers. 
The average attentive female audience was .171 viewers, and the average 
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inattentive female audience was .208 viewers per minute. The average 
children's audience was .267 viewers per minute, with .105 attentive 
and .162 inattentive viewers. 
TABLE XXII 
AVERAGE TOTAL AUD!ENCE PER MINUTE FOR NEWS BY FAMILY MEMBERS 
Study Men Women Children Total 
Stillwater, 1961 .420 .299 .224 .943 
Stillwater, 1962 .490 .472 .191 1.153 
Wichita, 1963 .363 .378 .470 1.121 
Tulsa, 1963 ~45? .296 .262 1.015 
55 Families .442 .379 .267 1. 088 
The largest average male audience per survey was in the 1962 
Stillwater study, with .490 male viewers. The smallest average male 
audience was in the Wichita study with ~363 viewers per minute. The 
largest female audience was also in the 1962 Stillwater study with 
.472 viewers per minute. The largest children's audience was in the 
Wichita study with .470 viewers per minute. Children's viewing of 
news shows was only .191 viewers per minute in the 1962 Stillwater 
study. 
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TABLE XXII I 
AVERAGE ATTENTIVE AUDIENCE PER MINUTE FOR NEWS BY FAMILY MEMBERS 
Study Men Women Children Total 
Stillwater, 1961 .270 .131 .111 .512 
Stillwater, 1962 .323 .219 ,046 .588 
Wichita, 1963 .262 • 193 .243 .698 
Tulsa, 1963 .254 .103 .068 .425 
55 Families .286 .171 .105 .562 
TABLE XXIV 
AVERAGE INATTENTIVE AUDIENCE PER MINUTE FOR NEWS BY FAMILY MEMBERS 
Study Men Women Children 
Stillwater, 1961 .150 .168 • ll3 
Stillwater, 1962 .167 .253 .145 
Wichita, 1963 .101 .185 .227 
Tulsa, 1963 .203 .193 .194 
55 Families • 156 .208 .162 
TABLE XXV 
AVERAGE ATTENTIVE, INATTENTIVE AND TOTAL AUDIENCE FOR NEWS 
























PER CENT OF TOTAL VIEWERS, BY FAMILY MEMBERS 
Study Men Women Children Total 
Stillwater, 1961 44.58 31.74 23.68 100.0 
Stillwater, 1962 42.49 40.93 16.58 100.0 
Wichita, 1963 29.95 31. 23 38.82 100.0 
Tu 1 sa, 1963 45.08 29.12 25.80 100.0 
55 Families 40.60 34.82 24,58 100.0 
Of total viewers, 40.60 per cent were men, 34,82 per cent were 
women, and 24.58 per cent were children. The Tulsa study had the high~st 
percentage of male viewers, 45.08 per cent. The 1962 Stillwater study 
had the highest percentage of female viewers, 40.93 per cent. The 
Wichita study had the highest percentage of children viewers, 38.82 
per cent. The Wichita study also had the lowest percentage of male 
viewers, 29,95 per cent. The lowest percentage of female viewers was 
in the Tulsa study, 29.12 per cent. The lowest percentage of children 
viewers was in the 1962 Stillwater study, 16.58 per cent. 
Viewer Minutes 
There were nearly 12,000 viewer minutes during the combined studies. 
These viewer minutes are used to determine the audience size. The 
average family had 15,53 viewer minutes per day, with 13.40 of these 
viewer minutes after 5 p.m. Morning and afternoon shows had less than 
one viewer minute per day. 
Nearly half the total viewer minutes (48.8 per cent) were at night. 
Some 37.5 per cent were in the evening, leaving only 13.7 per cent for 
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the other three day parts. 
TABLE XXVII 
VIEWER MIN.UTES DURING NEWS, BY DAY PART 
Study Morning Noon Afternoon Evening ~ight Total 
Stillwater, 1961 51 224 38 858 1,384 2,555 
Stillwater, 1962 132 271 161 2,090 2,0'81 4,735 
Wichita, 1963 90 254 119 773 1,412 2,948 
Tulsa, 1963 _11_ 171 111 -72.. _ 971 2,023 
55 Families 286 920 429 4,478 5,848 11,961 
Family Averages: 
2 Weeks: 5.2 16.7 7.8 81.4 106.3 217.4 
, Day: .J7 1.20 .56 5 .81 7. 59 15.5.3 l. 
Per Cent of Viewer Minutes During News, by Day Part 
~~rnin9. Noon Afternoon Evening Night Total ---..-
2.4 7.7 J.6 37.5 48.8 100.0 
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Attentive Viewer Minutes 
TABLE XXVIII 
ATTENTIVE VIEWER MINUTES DURING NEWS, BY DAY PART 
Study Morning Noon Afternoon Evening Night Total 
Stillwater, 1961 12 134 23 524 695 1,388 
Stillwater, 1962 43 120 71 1,002 1,179 2,415 
Wichita, 1963 33 127 61 461 845 1,527 
Tulsa, 1963 -1 62 24 --27. _501 847 -.,--
55 Families 91 443 179 2,244 3,220 6,177 
Family Averages: 
2 Weeks: 1.6 8.1 3.3 40.8 58.5 112.3 
1 Day: .12 .58 .24 2.91 4.18 8,03 
Per Cent Attentive Viewer Minutes During News, by Day Part 
Mornina ---- Noon Afternoon Total 
7.2 2.7 52.1 100.0 
Of the nearly 12,000 viewer minutes, slightly more than half were 
attentive. More than half of these were at night. Evening shows had more 
than one-third of the attentive viewer minutes. Morning, noon and after-
noon news had a scant 11.4 per cent of the attentive view~r minutes. 
The average family had 8.03 attentive viewer minutes each day. 
Of these, 4,07 were men's, 2.46 women's, and 1.50 children's. The 
average family tuned in a little more than four minutes of news each 
night, and a little less than three minutes of news each evening. 
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Men's Attentive Viewing 
Ninety-four per cent of men's attentive viewing was done after 
5 p.m. Nearly 60 per cent was done during the night period. Noon 
news drew about five per cent of men's attentive viewing, but morning 
and afternoon news viewing combined was but one and one-half per cent. 
TABLE XXIX 
MEN'S ATTENTIVE VIEWER MINUTES DURING NEWS, BY DAY PART 
Study ~£rning Noon Afternoon Eveni:29. !iight Total -----
Stillwater 9 1961 0 75 0 238 419 732 
Stillwater, 1962 0 46 18 564 699 1, .p27 
Wichita, 1963 17 7 6 200 342 572 
Tulsa 1 1963 0 11 0 ~-.::.. ___ 98 _ 389 507 
r-~ 
)_; Families 'r'J 1, 139 '2 ') _.I;> 1,100 1,849 3,138 
Family Averages: 
2 Weeks: .3 2.5 .6 20.0 33.6 57.0 
J_ Day: r··:-:> ~ v~- , 18 . 04 1.43 2.40 !..,. 07 
Per Cent of Men's Attentive Viewer Minutes During News~ by Day Part 
Noon Afternoon Evening Total 
.5 4.4 1.1 35.1 58.9 100.0 
Women's Attentive Viewing 
Eighty-eight per cent of women's attentive viewing was done after 
5 p.m. Only 12 per cent was done during the morning 9 noon, and after-
noon period. Night attentive viewing was 56 per cent of the total. 
Evening viewing was considerably lighter for women than for men. Where 
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men had an average of 1.43 attentive minutes per day during the evening 
period, women had only . 79 minutes. 
TABLE XXX 
WOMEN'S ATTENTIVE VIEWER MINUTES DURING NEWS, BY DAY PART 
Stu~ Morning Noon Afternoon Evening Night Total -----
Stillwater, 1961 0 30 5 117 203 355 
Stillwater, 1962 '7 59 51 347 436 900 I 
Wichita, 1963 4 10 34 65 310 4:23 
Tulsa, 1963 0 _!]_ _2. 77 106 ~ 
55 Families 11 112 99 606 1,055 1,883 
Family Averages: 
2 Weeks: .2 2.0 1.8 11.0 19.2 34.2 
1 Day: .01 .14 .13 ,79 1.37 2.46 
Per Cent of Women's Attentive Viewer Minutes During News, by Day Part 
M.£~hs_ Noon Afternoon Evening_ Night Total 
.6 6.0 5,3 32.1 56.0 100.0 
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Children's Attentive Viewing 
TABLE XXXI 
CHILDREN'S ATTENTIVE VIBNER MINUTES DURINQ NEWS, BY DAY PART 
StU9.Y. Morning Noon Afternoon Eve_Q1:_ng Night To ta l --·--
Stillwater 9 1961 12 29 18 169 73 301 
Stillwater 9 1962 36 15 2 91 44 188 
Wichita, 1963 12 110 21 196 193 532 
Tulsa, 1963 _2_ 38 6 82 6 __ 12.2 
55 Families 63 192 47 538 316 1,156 
Family Averages: 
2 Weeks: Ll 3.5 .9 9.8 5.7 21.0 
l Day: . 08 .25 . 06 .70 .41 l" 50 
Per Cent of Children's Attentive Viewer Minutes During News 1 by Day Part 
Mornino Noon Afternoon Evening 11r• ' I Total ----"'- ~19.Q~ 
~ r:.. 
./ " . / 16.6 ' 1 4. 1/o .J,. L"6. 5 27,3 100.0 
Children did considerably more viewing than adults during the 
morning, noon and afternoon periods. The evening day part had the larg-
est amount of children's attentive viewer minutes, but the three earlier 
day parts collectively had 26.2 per cent of the attentive viewer minutes. 
Children's viewing dropped off sharply in the night period 9 when most of 




INATTENTIVE VIEWER MINUTES DURING NEiAJ?, BY DAY ,PAR:TS . 
Study Morning Noon Afternoon ~ Night Total --,--
Stillwater, 1961 39 90 1r J 334 689 1,167 
Stillwater, 1962 89 151 90 1,088 902 2,.p20 
Wichita, 1963 57 127 58 312 567 1,121 
Tulsa, 1963 10 109 87 _500 _ 470 1,176 
55 Families 195 477 250 2, 234_ 2,628 5,784 
Family Averages: 
2 Weeks: 3.5 8.7 4. 5 20.6 47.8 105.l 
1 Day: .25 .62 ea32 2.90 3.41 7.50 
Per Cent of Inattentive Viewer Minutes During News, by Day Parts 
Mornina Noon ------ Afternoon Total 
8.2 L;..J · 38.6 45 .6 100.0 
The average family had 7.50 inattentive viewer minutes each day for 
regular news shows. The breakdown for inattentive viewer minutes was 
much more evenly distributed than was the breakdown for viewer minutes. 
Men 
2.23 
Average Inattentive Viewer Minutes Per Day During News, 






Audience By Day Parts 
The morning news show audience was composed of children. The noon 
audience was more closely divided by percentage, but children were in 
the majority. Women were in the largest percentage in the afternoon, 
and men were in the majority in both the evening and night day parts. 
TABLE XXXIII 
MORNING AUDIENCE (VIEWER MINUTES) FOR NEWS, BY FAMILY MEMBERS 
Study Men Women Children Total --·----
Stillwater, 1961 0 0 51 51 
Stillwater, 1962 1 19 112 132 
Wichita, 1963 25 32 33 90 
Tulsa, 1963 0 0 _]J. _l1 
55 Families 26 51 209 286 
Per Cent of 
Morning Audience a 1 / C, -'• 17.8 73.1 100.0 
TABLE XXXIV 
NOON AUDIENCE (VIEWER MINUTES) FOR NEWS, BY FAMILY MEMBERS 
~tudy Men Women Children Total ----
Stillwater, 1961 94 73 57 224 
Stillwater, 1962 85 120 66 271 
V'Jichita, 1963 20 64 170 254 
Tulsa, 1963 18 57 96 171 
55 Families 217 314 389 920 
Per Cent of 
Noon Audience 23 .6 34. 1 42,3 100.0 
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TABLE XXXV 
AFTERNOON AUDIENCE (VIEWER MINUTES) FOR NEWS, BY FAMILY MEMBERS 
Study Men Women Children Total 
Stillwater, 1961 0 16 22 38 
Stillwater, 1962 JO 94 37 161 
Wichita, 1963 11 71 37 119 
Tulsa, 1963 40 26 45 111 
55 Families 81 207 141 429 
Per Cent of 
Afternoon Audience 18.9 48.3 32.8 100.0 
TABLE XXXVI 
EVENING AUDIENCE (VIEWER MINUTES) FOR NEWS, BY FAMILY MEMBERS 
Study Men Women Children Total 
Stillwater, 1961 370 208 280 858 
Stillwater, 1962 881 767 442 2,090 
Wichita, 1963 255 127 391 773 
Tulsa, 1963 _12 _ 190 _ 242 757 
55 Families 1,831 1,292 1,355 4,478 
Per Cent of 
Evening Audience 40.9 28.9 J0.2 100.0 
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TABLE XXXVII 
NIC3HT AUDIENCE (VIEWER MINUTES) FOR NEWS, BY FAMILY MEMBERS 
Study Men Women Children Total ---- ------
Stillwater, 1961 675 514 195 1,384 
Stillwater, 1962 1,015 938 128 2,081 
Wichita, 1963 482 533 397 1,412 
Tulsa, 1963 _ 522. __]_16 126 ---22l 
55 Families 2,701 2,301 846 5 ,8/4-8 
Per Cent of 
Night Audience 46.2 39.3 14. 5 100.0 
The percentage of men in the audience increased steadily through-
out the day, with only one exception. The noon audience had slightly 
more men than the afternoon audience. The percentage of women in the 
audience increased through the first three day parts, then dropped off 
sharply during the evening. The percentage of children in the audience 
decreased throughout the day. 
Men's Percentage of Audience for News, by Day Parts 
Noon Afternoon Niaht -~-, 
9.1 18.9 40.9 46,2 
Women's Per Cent of Audience for News, by Day Parts 
Noon Afternoon Evening 
17.8 34.1 28.9 39.3 
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Children's Per Cent of Audience for News, by Day Parts 
~9.rning Noon Afternoon Evening_ ~ight -----
73 .1 42.3 32.8 30,2 14. 5 
Attentive Minutes 
TABLE XXXVIII 
ATTENTIVE MINUTES DURING NEWS, BY DAY PARTS 
Study Morning Noon Afternoon Evening_ Night Total 
Stillwater, 1961 12 115 15 377 532 1,051 
Stillwater, 1962 33 95 64 831 908 1,931 
Wichita, 1963 30 lil 53 340 571 1,105 
Tulsa, 196.3 --1 54 20 -2.!. _ 431 -1]2 
55 Families 78 375 152 1,779 2,442 4,826 
Family Averages: 
2 Weeks: 1.4 6.S 2.8 32.3 44.4 87.7 
1 Day: .10 .49 .20 2.30 .3. 17 6.26 
Per Cent of Attentive Minutes Durin~ News, by Day Parts 
Noon Afternoon Evening Total 
1.6 7.7 3.2 36,9 50.6 100.0 
An attentive minute is a minute in which there was at least one atten-
tive viewer present. An attentive minute can have more than one atten-
tive viewer present. There were 4,826 minutes in which there was at 
least one attentive viewer during these studies --- as compared with 
6,177 attentive viewer minutes. Nearly 44 per cent of the time the set 
was tuned to news, an attentive viewer was present. Most of these atten-
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tive minutes were after 5 p.m., with only 12.5 per cent of the atten-
tive minutes during the three earlier time periods. 
Inattentive Minutes 
TABLE XXXIX 
INATTENTIVE MINUTES DURING NEWS, BY DAY PARTS 
§_tudy Morning Noon Afternoon Evening Night Total -----
Stillwater, 1961 37 75 14 267 563 956 
Stillwater, 1962 39 130 63 831 698 1,761 
Wichita, 1963 47 102 4.3 196 390 778 
Tulsa, 1963 _5 61 82 -1§1 _ 363 _§_71+ 
55 Families 128 368 202 1,657 2,014 4,369 
Family Averages: 
2 Weeks: 2.3 6.7 3.7 30, 1 36,6 79.4. 
1 Day: .17 .48 .26 2.15 2.61 5,67 
Per Cent of Inattentive Minutes During News, by Day Parts 
Morning Noon Afternoon Evening Total 
3.0 38.0 46.0 100.0 
Inattentive minutes (those minutes in which at least one inatten-
tive viewer was in front of the set) totalled 4,369, as c0mpared with 
5,784 inattentive viewer minutes. There was at least one inattentive 
viewer in front of the set 39.74 per cent of the time news was tuned. 
There was an inattentive viewer present only four per cent less time 
than an attentive viewer w~s present. Night shows had slightly less 
inattentive viewers percentage-wise than attentive viewers. Evening 
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shows, however, had a higher percentage of inattentive viewers. 
Station Selection 
Stillwater is a fringe-area city. At times, it is possible to 
receive six stations --- three from Oklahoma City and three from 
Tulsa. Since Tulsa is farther from Stillwater than Oklahoma City, 
the Tulsa stations are not received with good picture quality. Thus, 







NUMBER AND PER CENT OF NEWS SHONS PER STATION 
STILLWATER, 1961 
KVOO-TV WKY-TV KOCO-TV KOTV KWTV 
2 121 50 2 46 
.9 54.8 22.6 .9 20.8 
TABLE XLI 
NUMBER AND PER CENT OF NEWS SHONS PER STATION 
,STILLWATER, 1962 
KVOO-TV WKY-TV KOCO-TV KOTV KWTV -
2.3 172 42 1.3 105 







In the 1961 study, WKY-TV, of Oklahema City, was tuned in by Still-
water families more than half of the times regular news programs were 
selected. In the 1962 study, WKY had slightly less than half the 
number of shows tuned. 
KWTV, of Oklahoma City, was selected for news shows about one-
fifth of the number of times regular news was tuned in the first 
study. In the second study, nearly one-third of the number of news 
shows tuned came from KWTV. The number of regular news shows 
selected from KWTV increased nearly nine per cent from 1961 to 1962. 
KOCO-TV, of Oklahoma City, was tuned in more than one-fifth the 
times the families selected news programs in the first study. In 
1962, the percentage of KOCO-TV news shows selected was only 11.8 
per cent, a decrease of more than 10 per cent. 
The Tulsa stations had about two per cent of the number of 
regular news shows selected in the 1961 study. Both KVOO•TV and 
KOTV had about one per cent each. In the second study, KVOO-TV had 
6.5 per cent of the number of regular news shows selected, and KOTV 
had J.7 per cent. In neither study was Tulsa's KTUL-TV received, 
because the transmission tower of the station is located near 
Muskogee, too far from Stillwater to provide a strong signal. 
TABLE XLII 
NUMBER AND PER CENT OF MINUTES OF NEWS SHONS 
PER STATION 1 STILLWATER 5 1961 
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KVOO-TV WKY-TV KOCO-TV KOTV KWTV Total 
Minutes 34 521 31 603 2,708 
Per Cent 1.3 56, l 19.2 1.1 22.3 100.0 
TABLE XLI II 
NUMBER AND PER CENT OF MINUTES OF NEWS 
PER STATION, STILLWATER 1 1962 
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KVOO-TV WKY-TV KOCO-TV KOTV KWTV Total 
Minutes 170 2,209 335 109 1,282 4,105 
Per Cent 53.8 8,2 2,? 31.2 100.0 
WKY-TV dominated both Stillwater studies in terms of percentages 
of the amount of time news was selected. In both studies, WKY-TV was 
received more minutes than all the other stations added together, 
Al though, WKY-TV' s percentage of the nurnber of news programs decreased 
by 6.4 per cent from 1961 to 1962, the percentage of minutes of news 
was only 2.3 per cent less. 
KWTV was selected nearly nine per cent more in 1962 than in 1961. 
KOCO dropped from 19.2 per cent of the minutes tuned in the first study 
to 8.2 per cent in the second study. And the Tulsa stations each 
increased, with KVOO-TV having the largest gain. 
In combining the two Stillwater studies, WKY-TV was dialed 50,9 
per cent of the time, and 54,7 per cent of the minutes of regular news 
selected was WKY-TV news. KVVTV was dialed 26.2 per cent of the time 
news programs were tuned, and 27,7 per cent of the minutes of news were 
KWTV news. KOCO was selected 15,8 per cent of the time news shows were 
chosen, and 12.4 per cent of the minutes of news were KOCO news. The 
two Tulsa stations were dialed 7.1 per cent of the time news was 







NUMBER AND PER CENT OF NEWS SI-IONS PER STATION 
WICHITA~ 1963 
KARD-TV KAKE-TV KTVH-TV ---- ---
97 66 42 
47.3 32.2 20.5 
TABLE XLV 















Wichita stations, KARD··TV and KAKE-TV, were tuned for about 80 
per cent of the news shows in the Wichita study. But a Hutchinson 
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station, KTVH-TV, was dialed for about one-fifth of the news show time. 
KARD-TV was dialed 47.3 per cent of the time news shows were 
selected, and 43.1 per cent of the minutes of news were from KARD. 
KAKE-TV was selected for 32.2 per cent of the number of news shows, 




Nill~BER AND PER CENT OF NEWS SHONS PER STATION 
TULSA, 1963 
KVOO-TV KOTV KTUL-TV KTEN-TV 
93 65 38 1 






















KVOO-TV was the leader in the Tulsa study with 47.2 per cent of the 
number of news programs selected and 41.6 per cent of the minutes of news. 
KOTV had 33 per cent of the number of programs selected and 35.8 per cent 
of the minutes of news. KTUL-TV had 19.3 per cent of the number of news 
shows dialed, and 21.8 per cent of the minutes of news selected were 
KTUL news. 
News Selection 
Local news was chosen about 70 per cent of the time news shows were 
dialed. The average family tuned in 10.37 minutes of local news each 
day and 3.90 minutes of network news. The average family watched .87 
shows of local origin each day and .41 network shows. 
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TABLE XLVII I 
NUMBER OF LOCAL AND NETWORK NEWS SHCWS 
Study Local Network Total 
Stillwater, 1961 165 56 221 
Stillwater, 1962 249 106 f55 
Wichita, 1963 121 84 205 
Tulsa, 1963 132 65 1.21 
55 Families 667 311 978 
Family Averages: 
2 Weeks: 12.1 5.7 17.8 
1 Day: .87 .41 1.28 
Per Cent of News Shows - Local and Network 
Local Network Total 
68.2 31.8 100.0 
TABLE XLIX 
MIN1ITES OF LOCAL AND NETWORK NEWS 
Study Local Network Total 
Stillwater, 1961 2,090 618 2,708 
Stillwater, 1962 3,066 1,039 4,105 
Wichita, 1963 1,506 681 2,187 
Tulsa, 1963 1,322 672 1,994 
55 Families 7,984 3,010 10,994 
Family Averages: 
2 Weeks: 145.2 54.7 199.9 
1 Day: 10.37 3.90 14.27 
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Per Cent of Minutes of Local and Network News 
Local Network Total 
72.7 27.3 100.0 
Network Selection 
Of the network shows tuned, more than half the number were NBC shows. 
CBS regular news programs totalled about one-fourth of the number, and ABC 
news shows were slightly less than one-fifth of the network shows. 
TABLE L 
NUMBER OF NEWS SHONS ·ay NETWORK 
Study NBC CBS ABC Total -
Stillwater, 1961 28 7 21 56 
Stillwater, 1962 58 29 19 106 
Wichita, 1963 52 15 17 84 
Tulsa, 1963 36 28 1 65 
55 Families 171+ 79 58 311 
Per Cent of News Shows by Network 
NBC CBS ABC Total 
55.9 25.4 HL? 100.0 
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TABLE LI 
MIN1ITES OF ·NPNS BY NETWORK 
Study NBC CBS ABC Total 
Stillwater, 1961 274 58 286 618 
Stillwater, 1962 586 274 179 1,039 
Wichita, 1963 410 95 176 681 
Tulsa, 1963 _ill 321+ _!2. 672 
~
55 Families 1,603 751 656 3,010 
Per Cent of Minutes of News by Network 
NBC CBS ABC Total --,--
53.2 25.0 21.8 100.0 
ABC had a slightly higher percentage of minutes of news tuned than 
of news shows selected. Both NBC and CBS had lower percentages of 
minutes of news tuned than number of shows selected. 
Network Evening Shows 
The evening news program is the network's big show. At the times 
of these studies, all three networks had 15-minute evening shows 
featuring top-notch-newsmen. Now, both NBC and CBS have expanded these 
evening shows to 30-minute programs, 
Of the evening network shows selected in the four studies, more 
than 61 per cent of the number of programs and some 60.5 per cent of 
the minutes tuned were NBC's Huntley-Brinkley Report, An accurate 
survey of how the featured evening shows compare by audience popularity 
could not be determined because of several factors: (1) CBS and ABC 
have changed newscasters on their evening programs since 1961; and 
(2) Wichita's CBS station (KTVH-TV 9 actually inHutchinson) is not a 
strong-signal station for all Wichita receivers. 
Another factor which would affect network news selection is the 
factor of length of radio service of a particular station to an area 
prior to the advent of television, and the order in which these radio 
stations expanded into television broadcasting. 
TABLE LII 
NUMBER OF 15-MIN'UTE EVENING NEWS SHONS BY NETWORK 
~tudy NBC CBS ABC Total 
Stillwater, 1961 14 3 7 24 
Stillwater, 1962 37 14 6 57 
Wichita, 1963 18 2 10 30 
Tu 1 sa ~ 1963 19 13 l .33 
55 Families 88 32 24 144 
Per Cent of Number of 15-Minute Evening News Shows by Network 
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NBC CBS ABC Total 
61.1 22.J 16,6 100.0 
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TABLE LII I 
MINUTES OF 15-MINUTE EVENING NEWS SHONS BY NETWORK 
Study NBC CBS ABC Total 
Still·water 9 1961 206 38 93 337 
Stillwater, 1962 ,4.81 199 82 762 
Wichita, 1963 242 30 141 413 
Tulsa, 1963 248 122. _15 
55 Families 1,177 436 331 
Per Cent of Minutes of 15-Minute Evening News Shows by Network 
NBC CBS ABC Total 
60.5 22.5 17.0 100.0 
Walter Cronkite took over the CBS evening news program in 1962 from 
Douglas Edwards. In 1961 the Stillwater families selected CBS evening 
news only 11.2 per cent of the time. In 1962 they tuned CBS news 24.8 
per cent of the time. In the Tulsa study, CBS news was chosen 39. 1 
per cent of the .J_ •. Llffie. The Wichita study offers little information about 
CBS news popularity since there is no CBS station in the city. 
5-Minute Network Shows 
The three networks schedule various 5-minute news shows through-
out the morning and afternoon. Of the 5-minute shciws selected 9 nearly 
60 per cent were of NBC origin. About one-third were CBS shows. ABC, 
which does not schedule as many 5-minute shows as the other networks 9 
was tuned only 7 per cent of the time. 
TABLE LIV 
NUMBER OF 5-MINUTE NEWS SHONS BY NETWORK 
Study NBC CBS ABC 
Stillwater, 1961 14 4 1 
Stillwater, 1962 16 19 2 
Wichita, 1963 34 lJ 7 
Tulsa, 1963 17 10 0 
55 Families 81 46 10 

















Per Cent of 
NBC CBS ABC 
68 20 5 
75 95 8 
168 65 35 
85 50 0 
396 230 48 
























HON SPECIAL NEWS SHONS ARE VIEWED 
Special news programs include documentaries, news analyses, panel 
discussions, and live broadcasts of news events. A total of 102 special 
news shows were received by the families in these studies, totalling 
3,435 minutes. In total minutes, this was equal to about one-third the 
amount of regular news shows selected. 
The most popular of the special news programs were CBS's Eye-
witness, Twentieth Century and CBS Reports, and NBC's Brinkley's 
Journal and Chet Huntley Reporting. Other frequently selected 
specials were NBC's White Paper, CBS's Biography and ABC's Closeup. 
Individual family viewing of special news ranged from none to 
325 minutes in the 1962 Stillwater study. "The 1962 study had an 
extremely high amount of live special broadcasts received a total 
of 24, amounting to 1,078 minutes. It was during this time, that the 
Cuban "crisis" occurred, and elections were held. 
Family Averages 
The average family tuned in one 30-minute news special each week. 
The average for two weeks was l.85 shows and 62.45 minutes. Of these 
minutes, 36.73 had an attentive viewer present, 20.45 had an inatten-
tive viewer present, and 12.25 had no audience at all. Attentive 
minutes for special news programs were considerably higher in proportion 
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TABLE LVI 
SPECIAL NEWS PROGRAMS - COMBINED STUDIES 
Viewer Attentive 
Progr~~ Number Minutes Minutes Minutes ---- ----- --- ---
Brinkley's Journal 9 216 332 132 
Chet Huntley R€porting 9 268 325 177 
Meet The Press 3 90 74 19 
NBC White Paper 5 188 369 158 
Project 20 1 60 155 55 
CBS Reports 7 317 276 103 
Eyewitness 11 247 233 153 
Twentieth Century 7 138 173 72 
Biography 4 94 78 42 
Washington Report 2 60 72 60 
Closeup 3 72 83 42 































TABLE LVI (Continued) 
Viewer 
Program Number Minutes Minutes --- ----- ---
Issues and Answers 2 42 42 
Editor's Choice 1 4 4 
Other Broadcasts _37 !- , 609. ?., 151 
55 Families 102 3,L,35 ,~,390 
Family Averages: 


















to inattentive minutes for specials, than attentive minutes for regular 
news ~hows compared to inattentive minutes for regular news. 
Average Audience 
Special news programs had an average audience of 1.278 viewers per 
minute. Regular news shows had an average audience of 1.088 viewer per 
minute. Thus, specials received more attention than did regular news. 
TABLE LVII 
AVERAGE AUDIENCE FOR SPECIAL NEWS 
Minutes- Average Audience 
Study Viewer Minutes Tuned-to-News Per Minute ----
Stillwater, 1961 556 1+'37 1.142 
Stillwater, 1962 1,978 1,715 1.153 
Wichita, 1963 804 518 1. 552 
Tulsa, 1963 .h92. 715 1,471a 
55 Families 4,390 3,435 1.278 
A marked distinction exists between average audience figures for 
the two Stillwater studies and those done in Wichita and Tulsa. The 
first two were made in early fall, and the latter two in winter. Aver-
age audience figures for the winter studies were considerably higher 
than for the early fall studies. 
89 
Audience Attention 
TABLE LVII I 
AUDIENCE ATTENTION TO SPECIAL NEWS 
Attentive Inattentive Aver$ge 
Study Viewers Viewers Audience 
Stillwater, 1961 ,747 ,395 1.142 
Stillwater, 1962 ,749 .404 1.153 
Wichita, 1963 1.222 .330 1.552 
Tulsa, 1963 ,944 .527 l:..!_471 
55 Families .861 .417 1.278 
The average attentive audience for specials was .861 viewers, as 
compared to .562 for regular news shows. The average inattentive audi-
ence for specials was .417 viewers as compared to ,526 for regular news 
shows. So, the average attentive viewing was higher for specials, and 
average inattentive viewing was lower. 
Wichita had the highest average attentive audience with 1.222 
viewers per minute. The lowest average attentive audience was ,747 in 
the 1961 Stillwater study. The Wichita study also had the lowest 
inattentive audience average, .330 viewers. Tulsa had the highest 
inattentive average audience, ,527 viewers. 
Viewer Results 
While the TV sets were tuned to special news, at least one atten-
tive viewer was present 58.8 per cent of the time. There was an 
inattentive viewer present 32,75 per cent of the time, and there was 
no audience 19,62 per cent of the time. 
TABLE LIX 
PER CENT OF TIME ATTENTIVE AND INATTENTIVE VIEWERS 





Study Viewer Present Viewer Present Audience 
Stillwater, 1961 58,93 34.90 
Stillwater, 1962 53,64 33.23 
Wichita, 1963 66.80 24.33 
Tulsa, 1963 65.31 J6.22 
55 Families 58.80 32.75 
TABLE LX 
PER CENT OF TOTAL VIEWERS WHO WERE ATTENTIVE OR INATTENTIVE 
DURING SPECIAL NEWS 
Study Attentive Inattentive ------- -----·-
Stillwater, 1961 65,47 34,33 
Stillwater, 1962 65.02 34.98 
Wichita, 1963 78.73 21.27 
Tulsa, 1963 §4, l§ 35.84 












By dividing total viewer minutes for special news shows into atten-
tive viewer minutes and into inattentive viewer minutes, the percentage 
of attentive and inattentive viewers for special news can be determined. 
Viewers were more attentive to specials than to regular news. Nearly 70 
per cent of the viewers for special news were attentive. For regular 
news shows, only 51.64 per cent were attentive, 
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Audience Composition 
Men were the major regular news viewers, and they also watched the 
most special news. Men comprised 43.59 per cent of the special news 
audience, as compared to 40.60 per cent of the regular news audience. 
Women totalled JS.lo per cent of the special news audience, as compared 
to 34.82 per cent of the regular news audience. Children watched 
special news shows even less than regular news, as they comprised only 
18.Jl per cent of the special news audience. Children made up 24.58 
per cent of the regular news audience. 
TABLE LXI 
AUDIENCE COMPOSITION FOR SPECIAL NEWS, BY PER CENT 
OF FAMILY MEMBERS 
§_tudy Men Women Children 
Stillwater, 1961 50.36 37.23 12.41 
Sti1Jwater 9 1962 46.06 42.21 11. 73 
Wichita, 1963 32.83 39.68 27.49 
Tulsa 9 1963 43.63 ?.2.:..27. 26.80 --







Men did their least viewing in the Wichita study. Children did 
their most viewing in the Wichita study. The two Stillwater studies 
had the smallest children's audience. Again, weather conditions could 
, have played an i~portant role 9 for the percentage of special news 
viewing by children in the Tulsa and Wichita studies is twice that for 
children in the Stillwater studies. Much special news is at night, 
during prime time 9 which would not be affected by weather as much as 
daytime shows would be. But much special news also is on Saturday and 
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Sunday during day hours when children are at home --- inside or out ---
depending on the weather. 
TABLE LXII 
AVERAGE AUDIENCE FOR SPECIAL NEWS, BY FAMILY MEMBERS 
Audience Men Women Children Total ----- -----
Attentive .458 .290 . 113 .861 
Inattentive .099 .:..192 .121 -·=-4_17 
Total .557 .487 .234 1.278 
When men watched special news, they were almost always attentive. 
When women watched special news, they were attentive three out of five 
minutes. Children were attentive and inattentive about the same amount 
of time. Men were much more attentive for special news than for regular 
news. The average attentive male audience was .458 viewers for specials, 
and only .286 for regular news. 
TABLE LXI II 
AVERAGE AUDIENCE FOR SPECIAL NEWS PER STUDY, 
BY FAMILY MEMBERS 
~!,_udy Men Women Children ----
Stillwater, 1961 .575 .425 .142 
Stillwater, 1962 . 531 .487 .135 
Wichita, 1963 . 510 .616 ,426 
Tulsa, 1963 .642 .435 .394 








The highest average audience for men was in the Tulsa study, .642 
viewers per minute. The smallest average for men was in Wichita, ,510 
viewers. Women's highest average audience was in the Wichita study, 
.616 viewers per minute. The smallest average audience for women was 
in the 1961 Stillwater study, .425 viewers. The smallest children's 
audience was in the 1962 Stillwater study, .135 viewers per minute, 
and largest audience of children was in the Wichita study, ,426 viewers 
per minute. 
TABLE LXIV 
AVERAGE ATTENTIVE AUDIENCE FOR SPECIAL NEWS PER STUDY 
BY FAMILY MEMBERS 
Study Men Women Children 
Stillwater, 1961 .456 .248 .043 
Stillwater, 1962 .423 .281 .045 
Wichita, 1963 ,458 .481 .283 
Tulsa, 1963 ,544 .200 .200 







The highest average attentive audience for men was also in the 
Tulsa study, ,544 viewers per minute. The smallest average attentive 
audience for men was not much smaller, ,423 viewers, in the 1962 Still-
water study. Women's largest average attentive audience was .481 viewers 
per minute in the Wichita study. The smallest average for women was .200 
in the Tulsa study. Children had an average audience of .283 viewers per 
minute in the Wichita study for the largest attentive children's audi-
ence. The smallest audience for children was .043 viewers per minute in 
the 1961 Stillwater study. The second Stillwater study had only a 
slightly larger children's audience, .045 viewers per minute. 
TABLE LXV 
AVERAGE INATTENTIVE AUDIENCE FOR SPECIAL NEWS PER STUDY 
BY FAMILY MEMBERS 
Study Men Women Children 
Stillwater, 1961 .119 .177 .099 
Stillwater, 1962 .108 .206 .090 
Wichita, 1963 .052 .135 .143 
Tulsa, 1963 .098 .=. 235 .194 








Men did not spend much time in front of the television set doing 
something other than watching. The largest inattentive audience for 
men was only .119 viewers per minute in the first Stillwater study. 
The smallest inattentive average for men was .052 viewers in the Wichita 
study. 
Women did more inattentive viewing than any of the family members, 
with an average of .197 viewers per minute. The largest average was 
.235 in the Tulsa study, and the smallest was .135 in the Wichita study. 
The average inattentive children's audience was .121 viewers per minute, 
with the largest average audience in the Tulsa study, .194, and the 
smallest in the second Stillwater study, .090 viewers. 
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Program Selection by Day 
TABLE LXVI 
NUMBER OF SPECIAL NEWS SHONS, BY DAYS PROGRAMS APPEARED 
Study Sat. Sun. Mon. Tue. Wed. Thur. Fri. Total 
Stillwater, 1961 1 2 0 3 4 1 6 17 
Stillwater, 1962 1 12 7 10 8 4 6 48 
Wichita, 1963 0 8 1 5 2 0 0 16 
Tulsa, 1963 1 7 2 2 2 2 _J 21 
55 Families 3 29 10 21 l '7 _, 7 15 102 
Per Cent of Special News Shows by Days Programs Appeared 
Sat. Sun. Mon. Tue. Wed. Thur. Fri. Total 
2.94 28.43 9.80 20.59 16.67 6.87 14.70 100.0 
The day on which the largest number of special news programs was 
tuned was Sunday. Some 28.43 per cent of the specials selected were 
Sunday programs. The days when the smallest number of specials were 
tuned were Saturday, Monday, and Thursday. The largest amount of 
minutes tuned to special news was on Tuesday. 
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TABLE LXVII 
MINUTES OF SPECIAL NEWS, BY DAYS PROGRAMS APPEARED 
StuQ_Y Sat. Sun. Mon. Tue. Wed. Thur. Fri. Total 
Stillwater, 1961 11 40 0 72 101 50 213 487 
Stillwater, 1962 30 21+6 173 549 419 124 174 1,715 
Wichita, 1963 0 253 30 150 85 0 0 ~ig 
Tulsa, 1963 60 231 60 88 145 60 71 715 
55 Families 101 770 263 859 750 234 458 3,435 
Per Cent of Minutes of Special News, by Days Programs Appeared 
Sat. Sun. Mon. Tue. Wed. Thur. Fri. Total 
2.9/+ 22.42 7,66 25.01 21.83 6.81 13 .33 100.0 
CHAPTER VI I 
NEWS SHONS AND NEWS SPECIALS, COMBINED 
Combining the results of regular and special news viewing shows 
audience size and nature in relation to all news programming. The total 
number of news shows selected, both regular and special, was 1,080. The 
55 subject families tuned 14,429 minutes of news, an average of 18.74 
minutes of news per day per family. 
TABLE LXVIII 
TOTAL NEWS SHONS, REGULAR AND SPECIAL 
Reaular _....._ _ Total 
978 102 1,080 
TABLE LXIX 
TOTAL MINUTES OF REGULAR AND SPECIAL NEWS 
Regular Soecial _,_ __ Total 
10,994 3,435 14,429 
TABLE LXX 
TOTAL VIEWER MINUTES, REGULAR AND SPECIAL NEWS 
Regular §?_~_s)al Total 
11,961 Le, 390 16,351 
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The average audience for all news programs consisted of 1.133 
viewers per minute. This average audience had .633 attentive view~rs 























Some 47,45 per cent'of the time news was on the TV set, at least 
one attentive viewer was present. At least one inattentive viewer was 
in front of the set 38,08 per cent of the time news was tuned. There 













































Family Member Viewing 
The average male audience was .469 viewers. The average female 
audience for all news was .405 viewers. The average children's au~i-
ence was .259 viewers. 
TABLE LXXX 




















Of total viewers for all news, 41.4 per cent were men, 35.7 per 
cent women, and 22.9 per cent children. 
TABLE LXXXIII 








PER CENT OF TOTAL AUDIENCE, FEMALE VIEWERS, FOR REGULAR 
AND SPECIAL NEWS 
Regular Special Total 
34.82 38.10 35,70 
TABLE LXXXV 
PER CENT OF TOTAL AUDIENCE, CHILDREN VIEWERS, FOR REGULAR 
AND SPECIAL NEWS 
Regular Total 
24.58 rn.31 22i90 
Commercial Minutes 
io1 
A total of 2,499 commercial minutes were recorded in these studies. 
On the average, there was a commercial every 5.77 minutes. The average 
audience for a commercial was 1.114 viewers, very close to the overall 
audience average for news shows. The average commercial audience 
consisted of ,548 attentive viewers and .566 inattentive viewers per 
minute. Twenty-seven per cent of the time a commercial was on, there 
was no audience. 
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TABLE LXXXVI 
COMMERCIAL MINUTES DURING REGULAR AND SPECIAL NEWS 
Commercial Attentive Inattentive No Audience 
Studv Minutes Viewer Minutes Viewer Minutes Minutes 
----'-
Stillwater, 1961 566 302 257 189 
Stillwater, 1962 l 3 073 592 629 262 
Wichita, 1963 406 281 242 98 
Tulsa, 1963 __ 45~ _.!22 287 129 
55 Families 2,499 1,370 1,415 678 
TABLE LXXXVII 
AVERAGE COMMERCIAL AUDIENCE PER MINUTE DURING REGULAR AND SPECIAL NEWS 
Attentive Viewers Inattentive Viewers Total 
.548 .566 l.11L 
TABLE LXXXVIII 
PER CENT OF COMMERCIAL MINUTES, NO AUDIENCE PRESENT, ALL NEWS 
No Audience Minutes Commercial Minutes Per Cent No Audience 
678 2,499 27 .13 
103 
TABLE LXXXIX 
COMMERCIAL MINUTES DURING REGULAR NEWS SHONS 
Commercial Attentive Inattentive No Audience 
Study Minutes Viewer Minutes Viewer Minutes Minutes ------
Sti 1 hv_a ter, 1961 503 255 231 173 
Stillwater, 1962 926 471 541 244 
Wichita, 1963 365 235 214 92 
Tulsa, 1963 _393 --1.2 245 116 
55 Families 2,187 1,112 1,231 625 
TABLE XC 
COMMERCIAL MINUTES DURING S~ECIAL NEWS SHONS 
Commercial Attentive Inattentive No Audience 
Study Minutes Viewer Minutes Viewer Minutes Minutes ----
Stillwater, 1961 63 47 ?' -b 16 
Stillwater, 1962 147 121 88 18 
Wichita, 1963 41 46 28 6 
Tulsa, 1963 61 _44 42 13 
55 Families 312 258 184 53 
Co-ordinate Activities 
During news shows, 24 per cent of the time the viewers were per-
forming activities other than viewing. These activities were divided 
into eight categories: reading newspapers; reading magazines; reading 
other material; eating; playing; sleeping; performing household chores; 
and miscellaneous. 
Under the miscellaneous category went such items as talking on the 
telephone; writing letters; studying; rolling hair; applying makeup; 
i04 
and talking. 
The most frequent co-ordinate activity was newspaper reading, which 
totalled 26.66 per cent of all activity viewer minutes. The miscellaneous 
category was second with 23.44 per cent of all activity viewer minut~s, 
and reading other material was third with 15.57 per cent. The three reading 
categories, newspapers, magazines, and other material, combined totalled 
more than half of all activities, 52.06 per cent. 
TABLE XCI 
ACTIVITY VIEWER MINUTES DURING ALL NEWS 
Activity Viewer Minutes Activity Viewer Minutes 
Study Regular News Special News Total 
Stillwater, 1961 924 135 1,059 
Stillwater, 1962 1,113 291 1,404 
Wichita, 1963 538 63 601 
Tulsa, 1963 728 236 _1_64 
55 Families 3,303 725 4,028 
TABLE XCII 
PER CENT OF VIEWER MINUTES DURING ALL NEWS IN WHICH 
ACTIVITY WAS PERFORMED 












ACTIVITY VIEWER MINUTES BY ACTIVITY DURING ALL NEWS 
Reading Reading Reading 
Stu9Y Newspaper Mag_~zine 'Other Ea.:ting Playing ----
Stillwater, 1961 260 179 141 142 0 
Stillwater, 1962 4L~O 189 217 135 29 
Wichita, 1963 112 5 74 32 94 
Tulsa, 1963 262 _23 195 25 . 1& 
55 Families 1,074 396 627 334 171 
Per Cent of all 



























NEWS SHON VIEWING .HABITS AND OVERALL VIEWING BEHAVIOR 
The 55 families in this study had their TV sets on nearly 200,000 
minutes.! Of this total sets-in-use time, 7.37 per cent was news. 
TABLE XCIV 
PER CENT OF TOTAL SETS-IN-USE TIME NEWS WAS TUNED (MINUTES) 
Sets-In-Use News Per Cent News 
195,796 14,429 7.37 
The average family had the TV set on 254.3 minutes each day --- 4.3 
hours. Of this amount, 18.7 minutes were news. The average family 
tuned 29.7 hours of television each week. Of this 2.2 hours were news. 
TABLE XCV 
PER CENT OF TOTAL SETS-IN-USE TIME NEWS WAS TUNED, BY STUDY 
§_tudy Sets-In-Use News Per Cent News ---- --· ---
Stillwater, 1961 49,111 .3,195 6.51 
Stillwater, 1962 6.3,566 5,820 9.16 
Wichita, 196.3 45,258 2,705 5.98 
Tulsa, 1963 37,861 2,709 7 .16 
55 Families 195,796 14,429 7 • .37 
!Figures for overali viewing time are for 55 families used in this 
study of news, not for 95 families reviewed in Chapter II. 
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News shows had a slightly smaller audience than all programs 
combined.2 News shows had an average audience of 1.133 viewers per 
minute, .287 viewers less than for all programs. The average attentive 
audience per minute was .267 greater for all programsj and the average 
inattentive audience was .20 greater for all programs. 
TABLE XCVI 
AVERAGE TOTAL, ATTENTIVE, AND INATTENTIVE AUDIENCES PER MINUTE 
Total Attentive 
All Programs (95 Families) 1.42 ,90 ,52 
News (55 Families) 1.133 .633 .500 
The average attentive audience for the combined 95-family Al~en 
study revealed a slightly different viewing pattern for all programs 
than for news shows. The average attentive audience for a 11 shows 
consisted of .26 men, .26 women, and .39 children. 
The average attentive audience for news shows was .J27 men, .199 
women, and .107 children. The average attentive male audience for news 
shows was higher than for all programs. The average attentive audiences 
for women and children were smaller. The average attentive children's 
audience took a severe plunge for news programming. 
For all programs and all sets-in-use time 9 there was no audience 
19.0 per cent of the time.3 For news shows, there was no audience 26.18 
per cent of the time. 
2Audience figures for all programs based on figures for 95-family 
study. 
3No audience time for all programs based on figures for 95-family 
study. 
TABLE XCVII 









SUMMARY AND CONCLUSIONS 
The average family tuned one regular news show per day and one 
special news program per week. The average audience for all news was 
1.133 viewers per minute, a seemingly small number, and smaller than 
the 1.42 viewers per minute for all programs. Attention was less for 
news than for other programming, and news had a larger percentage of 
no audience time. 
Men comprised a greater percentage of the news audience than 
they did for all programs, indicating that news is more popular with 
men than other family members. The children's audience was quite 
small, indicating that news is not very popular among the youngsters. 
Seventy-three per cent of the regular news shows were tuned after 
5 p.m. The largest percentage of the minutes of news was at night. 
Of the total viewer minutes, nearly half were at night, and of the 
attentive viewer minutes, more than half were at night. 
Sixty-eight per cent of the regular news tuned was of local 
origin, and 32 per cent were network shows. Of all the network shows, 
more than half of those tuned were NBC programs, 
The most popular special news shows were depth-reporting programs: 
Eyewitness, Twentieth Century, CBS Reports, Brinkley's Journal, Chet 
Huntley Reporting, and NBC's White Paper. 
Specials drew about the same number of viewers as entertainment 
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shows, but the audience composition was different. Men and women did 
twice as much viewing of special news as did children. Only 18 per cent 
of the time special news was tuned, was a child present. 
TABLE XCVIII 
SUMMARY OF FINDINGS OF NEWS SHOW VIEWING 
Per Cent News Selected of All Tuning 
Regular News Shows Tuned Per Day Per Family 
Minutes of Regular News Tuned Per Day Per Family 
Special News Shows Tuned Per Week Per Family 
Minutes of Special News Tuned Per Week Per Family 
Average Audience Per Minute for All News 
Average Audience Per Minute for Regular News 
Average Audience Per Minute for Special News 
Average Male Audience Per Minute for All News 
Average Female Audience Per Minute for All News 
Average Children's Audience Per Minute for All News 
Percentage of Men in Total Audience for All News 
Percentage of Women in Total Audience for All News 
Percentage of Children in Total Audience for All News 
Percentage of No Audience Time 
Average Audience Per Commercial Minute During News 
Percentage of No Audience Time for Commercials 
Percentage of Time News Was Tuned When Co-ordinate 
Activities Were Performed 
Percentage of Minutes of News of Network Origin 



























TABLE XCVIII (Continued) 








1. News show audiences are not as large as audiences for enter-
2. Men are the most devoted news watchers. Men watch more news 
and watch more attentively than do other family members. 
3. Children ~~tch ~~£i small ~£unts of news. The child audi-
ence is much smaller for news than for other programs. Only in 
Wichita, during extreme cold weather, were child audiences comparable 
to adult audiences for news. 
4. Women do ~~ inattentive viewing_ than other family members 
£~Use ~hey E§!Tfor~ more co-ordinate activities. 
5. The audience for news consists of about 50 12er cent atten-
tive viewers and 50 per cent inattentive viewers. News is a program-
type which can be listened to without missing much of the integral 
material. Thus1 a great amount of the time news is on, an audience 
is present but involved in some activity other than viewing. 
6. Special _Qew.§_ ~hows are watched ~ attentively than reg-
ular ~ shows. Special news viewing closely resembles the pattern 
for viewing of all programs. The average attentive audience for 
special news is much larger than for regular news. The nature of the 
program accounts for this. The video portion is heavily emphasized, 
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thus demanding the visual attention of the viewer more than regular 
news does. 
?. Most families tune to at least one regular news show each ----- -- - - ·---- -- =--··-- -- --
£~and~ special news 2rogram ~~ch_week. The average family 
selected 14.27 minutes of regular news each day and 31.23 minutes of 
special news per week. 
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8. Most news show viewing is done after 5 2.m., and the 10 g.~. 
newscasts has the l_.?_Egest audience and is selected the. most. Seventy-
three per cent of the regular news shows tuned in the study were after 
5 p.m., with 38.l per cent during the night time period and 34,8 per 
cent during the evening time period. Of the minutes of regular news 
tuned, 43,5 per cent were during the night time period. The evening 
audience is somewhat smaller than the night audience, primarily 
because women do much less viewing during that time period, as they 
are usually busy preparing dinner. Also many men miss the evening 
news period because they do not arrive home from work in time. 
The size of the night audience presents an interesting question. 
Why have the networks devoted so much attention to evening 
programming, expanding from 15- to JO-minute formats~ when they are 
not reaching the peak audience? 
9. Children are the morning viewers; women the afternoon 
viewers; and men the late viewers. By percentage of audience 
children do almost all the morning news viewing. However, by actual 
viewer minutes, the largest amount of children's viewing is done in 
the evening. Women make up the largest portion of the afternoon 
audience, but they do their greatest amount of viewing at night. 
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Men comprise more than 40 per cent of both the evening and night audi-
ences, but they do very little viewing at any other time of day. 
10. Viewers watch~~~ shows of local origin than network 
~~~ programs. Two-thirds of the regular news shows tuned are local 
programs. The offering of local news shows is often greater in 
quantity by total minutes, but rarely in the number of programs. 
Networks usually offer several 5-minute shows each day plus the 
featured evening program and some night shows. The local station 
usually offers four news shows per day. Local news shows generally 
have the best time spots, since they have almost exclusive rights 
to the 10 p.m. news. The networks have a large number of daytime 
shows which draw little or no audience. The conclusion could be 
drawn that viewers prefer local news to national news. However, 
most shows of local origin offer some national news coverage, so 
the time element is probably the greatest factor in news selection. 
11. The weather is an ~ant influence on viewi0.9. habits. 
When the weather was bad (during the Wichita and Tulsa studies), 
the TV set was turned on more and the families watched more. 
Children's viewing was especially high during bad weather. More 
news was tuned, and more news was watched during the severe cold. 
Even children watched more news. 
12. Times of crisis and international interest drew 
e3?edal1:.Y large audiences to the television sets for news. The 
1962 Stillwater study demonstrates that viewers tune many more 
special and regular news shows during times when important news 
events occur. 
13, Th£ ~nee for commercials during news programs is less 
attentive than ~audience for the news show_ itself, '[hE? ~ye rage 
audience for commercials was only slightly less than the average 
audience for news, but there was considerably more inattentive 
viewing during the commercial minutes. 
14, The most common co-ordinate ~ctivity for television view~rs 
is reading. More than half the activity time was devoted to reading 
newspapers, magazines, or other material. About one-fourth the time 
the set was on, some co-ordinate ~ctivity was performed. 
15, No audience time f.2.£ news is considerably 9.reater than 
for ~g programs. There was no audience present 27.13 per cent of 
the time news was tuned. There was no audience 19.0 per cent of 
all programming. No audience time for special news was less tnao 
for regular news, with specials having no audience 19.62 per cent 
of the time compared to 28.23 per cent for regular newscasts. 
Again, the fact that regular news is a listener-type program, 
while special news requires more visual attention, explains the 
difference in attention. 
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Comparisons 
Don Crawmer Smith concluded in his study that attention given 
to television could not be measured precisely.l The methodology 
used in this study of news audiences reveals that attention levels 
can be determined in terms of attentive and inattentive viewers 
per minute. 
This thesis agrees with Smith's conclusion that attention 
levels are highest during the evening hours (6-10 p.m.) 2 
This study does not agree with the findings which showed that 
the lowest average level of attention for women is between 4 and 
6 p.m.3 The highest level of inattention for women in this study 
of news was between 4 and 6 p.m., but the lowest level of attention 
came during the morning hours. 
1stnith, P• 1. 
2Ibid., P• 249. 
3smith, p. 6. 
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The results of this research agree with Whan's conclusion that 
morning and afternoon news shows draw few viewers.4 And this study 
agrees with Whan's in reporting that more than half of the after~ 
noon audience is composed of women.5 
This study of news audiences also agrees with those studies 
which have revealed that children watch very little news programmin~.6 
The findings of Profile of the Millions show that there is a 
progressive increase in the number of television viewers from 6 p.m. 
to 10 p.m.7 This study of news audiences agrees with this conclusion~ 
There is even a larger audience for 10 p.m. news than for 6 p.m. news. 
This study also agrees with Steiner's average number of shows 
tuned per week.8 Steiner's work was with individuals in separate 
households, while this study was of family viewing. But the results 
for both should include entire family viewing. His study revealed 
that the average viewer tuned from 7.5 to 12.5 news shows per wee~.9 
This study of news showed that the average family tuned nine news 
shows per week. 
4whan, p. 13. 
5Ibid. 
6 Barnes, p. 326. 
7Profile of the Millions, pp. 3-9. 
8steiner,. p. 171 
9rbid. 
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This study agrees also with Steiner's conclusion that men select 
more news than women.10 Men comprised 41.40 per cent of all news 
audiences in this study. 
lOsteiner, p. 173. 
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Stillwater, 1961 (15) 
Stillwater, 1962 (20) 
Wichita, 1963 (10) 
Tulsa, 1963 ( 10) 
55 Families 
APPENDIX A 
VIEWING OF REGULAR NEWS PROGRAMS 
TABLE XCIX 
SUMMARY FOR ALL FAMILIES IN ALL STUDIES 
FOR REGULAR NEWS VIEWING 
Attentive Minutes Total Attentive 
Men Women - Children Minutes ---- ---
732 355 301 1,051 
1,327 900 188 1,931 
572 423 532 1,105 
___ 2,07 __ 205 __ 135 739 











TABLE XCIX (Continued) 
Inattentive Minutes ------..... --
Men Women Children 
Stillwater, 1961 (15) 407 .4.56 304 
Stillwater, 1962 (20) 685 1,038 597 
Wichita, 1963 ( 10) 221 404 496 
Tulsa, 1963 (10) _t05 -~ ___ 'J.87 
55 Families 1,718 2,282 1,784 
No Audience 
Minutes 
Stillwater, 1961 (15) 959 
Stillwater, 1962 (20) 1,008 
Wichita, 1963 ( 10) 594 
Tulsa, 1963 ( 10) -- 543 






























f--' ,0 ,~ 
TABLE C 
SUMMARY OF REGULAR NEWS VIEWING 
1961 STILLWATER STUDY 
Attentive Minutes Total Attentive 
Family Men Women Children Minutes -- -----
1 5 0 28 32 
2 42 0 32 59 
3 59 1 13 66 
4 136 58 0 132 
5 18 49 0 53 
6 4 12 19 31 
7 92 15 10 104 
8 128 77 3 154 
9 30 6 0 34 
10 80 / 0 80 0 
11 0 0 19 19 
Total Attentive 















TABLE C (Continued) 
Attentive Minutes Total Attentive Total Attentive 
Family Men Women Children Minutes Minutes Only --·- ·---- ,--
12 47 59 54 115 96 
13 16 13 44 43 36 
14 0 0 0 0 0 
15 75 59 79 -~2. 79 
Totals 732 355 301 1,051 793 
Inattentive Minutes Total Inattentive Total Inattenttve 
Family Men Women Children Minutes Minutes Gn!y ---
1 18 1 /.,,.9 50 47 
2 31 0 30 49 49 
3 44 16 62 77 56 
4 83 10 0 85 50 
5 13 62 0 52 39 
6 14 10 21 38 26 
7 7 69 31 100 45 
...... 
















TABLE C (Continued) 
Inattentive Minutes Total Inattentive 
Men Women Children Minutes 
67 41 14 104 
26 3 0 29 
0 0 8 8 
23 80 10 107 
0 5 9 14 
0 0 21 21 
47 50 36 98 
407 456 304 956 



















































































SUMMARY OF REGULAR NEWS VIEWING IN 
1962 STILLWATER STUDY 































































TABLE CI (Continued) 
Attentive Minutes Total Attentive Total Attentive 
Family ~en Women fhildren Minutes _Min~tes Onl:t_ 
12 8 0 8 11 11 
13 116 71 lL;. 138 81 
14 22 11 11 3 9 28 
15 167 59 7 181 162 
16 95 23 1 106 75 
17 0 8 65 55 16 
18 38 120 O 141+ 104 
19 142 145 O 210 185 
_?.Q_ 88 -~2 0 112 _103_ 




TABLE CI (Continued) 
Inattentive Minutes Total Inattentive Total Inattentive 
Family Men Women Children Minutes Minutes Only 
------------
1 59 43 22 98 78 
2 29 13 0 41 37 
3 23 56 83 117 88 
4 15 29 0 44 29 
5 124 121 0 205 176 
6 35 63 158 181 39 
7 34 58 35 101 62 
8 7 29 26 40 17 
9 30 99 0 109 64 
10 14 15 9 19 15 
11 14 66 61 70 56 
12 7 0 7 9 9 
13 66 68 1 102 45 
14 63 25 43 98 87 
I-' 















TABLE CI (Continued) 
Inattentive Minutes ------- -----
























































TABLE CI (Continued) 
No Audience Total Viewers Total Minutes 
Family Minutes Minutes Set On ----
7 87 269 275 
8 15 135 78 
9 52 276 231 
10 o 76 45 
11 31 172 116 
12 56 30 76 
13 o 336 183 
14 76 175 202 
15 32 328 277 
16 237 232 401 
17 2 189 77 
18 144 377 424 
19 10 362 265 
20 __ 1~ ~05 _185 






SUMMARY OF REGULAR NEWS VIEWING IN WICHITA STUDY 
Attentive Minutes Total Attentive Total Attentive ----
family Men Women Children Minutes Minutes Only 
l 0 0 4 4 0 
2 130 64 21 138 90 
3 20 rn 26 40 30 
4 8 16 3 23 19 
5 90 78 177 189 122 
6 33 26 96 119 79 
7 132 21 0 133 104 
8 95 66 48 183 137 
9 0 86 25 94 76 
10 --.- 64 _48 132 187 158 
Totals 572 423 532 1,105 815 
Inattentive Minutes Total Inattentive Total Inattentive 
E~ Men Women Children Minutes Minutes Only 
l 0 2 33 14 10 
2 45 53 33 75 27 
3 23 74 76 110 100 
4 20 61 12 62 58 
5 15 45 112 118 51 
6 34 20 91 107 67 
7 23 63 0 71 42 
8 44 59 38 111 65 
9 0 20 41 49 31 
10 17 7 60 61 '.:!7 --- ~..!_ 
Totals 221 404 496 778 488 
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TABLE CII (Continued) 
No Audience Total Viewer Total Minutes 
!:.imil y Minutes Minutes Set On -·---- -------
1 10 39 24 
2 18 346 i8J 
3 63 237 203 
4 98 120 179 
5 26 517 266 
6 64 JOO 250 
7 9 239 184 
8 119 350 ~67 
9 68 172 193 
10 ];J9 32g _33§. ---
Tota ls 594, 2,648 2,187 
TABLE CIII 
SUMMARY OF REGULAR NEWS VIEWING IN TULSA STUDY 
Attentive Minutes Total Attentive Total Attentive 
E~!!2ili Men Women Children Minutes Minutes Only ---· 
1 53 16 1 60 L}9 
2 55 22 0 67 61 
3 46 19 3 60 59 
4 24 6 48 67 52 
5 177 8 16 184 133 
6 13 0 0 13 3 





TABLE CIII (Continued) 
Attentive Minutes 


























































































TABLE CIII (Continued) 
No Audience Total Viewer Total Minutes 
f~mily Minutes Minutes Set On ------ ------ ------·-~------
l 61 113 150 
2 10 111 100 
3 21 111 116 
4 128 218 289 
5 10 355 252 
6 61 81 116 
7 94 2/,6 255 
8 43 247 199 
9 L.,O 210 212 
10 '7 c:, 331 _]_Q2_ --- _.:_:;,.. 
Totals 543 2,023 1,9911-
TABLE CIV 
SUMMARY FOR 1961 STILLWATER STUDY BY DAY PART 
Morn- After- Eve-
Ca teg O!J:'.. ~ Noon noon ni_0g Night Tot~ls 
Number News Shows Tuned 10 31 8 66 106 221 
Minutes Tuned to News 121 318 40 764 1,465 2,708 
Attentive Minutes 12 115 15 377 532 1,051 
Inattentive Minutes 37 75 14 267 563 956 
No Audience Minutes 72 145 17 199 526 959 
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TABLE CIV (Continued) 
Morn- After- Eve-
Category ~ Noon noon ning_ ):!i-_ght Totals ---
Attentive Viewer Minutes 
Men 0 75 0 238 419 732 
Women 0 30 5 117 203 355 
Children 12 29 18 169 73 301 
Total 12 134 2J 521+ 695 l,~88 
Inattentive Viewer Minutes 
Men 0 19 0 132 256 407 
Women 0 43 11 91 311 456 
Children 39 28 l~ 111 122 .f OLc 
Total 39 90 15 33L, 689 1,167 
Total Viewer Minutes 51 224 38 858 1,384 2,555 
TABLE CV 
SUMMARY OF 1962 STILLWATER STUDY BY DAY PART 
Morn- After- Eve-
i;=ategory i:.!2.9._ Noon noon ni0.9. Night Tota 1 s --
Number News Shows Tuned 20 39 33 140 123 355 
Minutes Tuned to News 113 350 165 1,951 1,526 4,105 
Attentive Minutes 33 95 64 831 908 1,931 
Inattentive Minutes 39 130 63 831 698 1,761 
No Audience Minutes 60 151 47 570 180 1,008 
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TABLE CV (Continued) 
Morn- Aft.er- Eve-
Category ina _......__ Noon noon ning Night Tot9ls 
Attentive Viewer Minutes 
Men 0 46 · 18 564 699 l,~27 
Women 7 59 51 347 436 900 
Children 36 15 2 91 44 188 
Total 43 120 71 1,002 1,179 2,415 
Inattentive Viewer Minutes 
Men l 39 12 317 316 685 
Women 12 61 43 420 502 1,038 
Children 76 51 35 351 84 597 
Total 89 151 90 1,088 902 2,120 
Total Viewer Minutes 132 271 161 2,090 2,081 4,735 
TABLE CVI 
SUMMARY OF WICHITA STUDY BY DAY PART 
Morn- After- Eve-
Categ_ory in1__ Noon noon ning Night Totals 
Number. News Shows Tuned 23 31 28 55 68 205 
Minutes Tuned to News ll3 3/+9 1~.o 666 919 2,187 
Attentive Minutes 30 lll 53 340 571 1,105 
Inattentive Minutes 47 102 43 196 390 778 
No Audience Minutes 46 155 51 201 141 594 
D7 
TABLE CVI (Continued) 
Morn- After- Eve-
Category i.0.9__ Noon noon ning Night Totals ---- ----
Attentive Viewer Minutes 
Men 17 7 6 200 342 572 
Women 4 10 34 65 310 4.23 
Children 12 110 21 196 193 532 
Total 33 127 61 461 845 1,527 
Inattentive Viewer Minutes 
Men 8 13 5 55 140 221 
Women 28 54 37 62 223 40.c\, 
Children 21 60 16 195 204 496 
Total 57 127 58 312 567 1,121 
Total Viewer Minutes 90 254 119 773 l,f+.12 2,648 
TABLE CVII 
SUMMARY OF TULSA STUDY BY DAY PART 
Morn- After- Eve-
Category ing Noon noon nino !'iig_h! Totals -- --= 
Number News Shows Tuned 3 15 25 78 76 197 
Minutes Tuned to News 15 150 155 800 874 l, 99L1-
Attentive Minutes 3 54 20 231 431 739 
Inattentive Minutes 5 61 82 363 363 874 
No Audience Minutes 8 39 59 282 155 543 
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TABLE CVII (Continued) 
Morn- After- Eve-
Category i_ng - Noon noon !2~ Night Totals --
Attentive Viewer Minutes 
Men 0 11 9 98 389 507 
Women 0 13 9 77 106 205 
Children 3 38 6 82 6 135 
Total 3 62 24 257 501 $47 
Inattentive Viewer Minutes 
Men 0 7 ? "J ,..,; _l 227 140 405 
Women 0 1,,_4 17 113 210 )84 
Children 10 58 39 160 120 387 
Total 10 109 87 500 470 1,176 
Total Viewer Minutes 13 171 111 757 971 2,023 
TABLE CVIII 
SUMMARY OF 1961 STILLWATER STUDY BY TV STATION 
fat£gory Total 
Station Selection 
Number of News Shows Tuned 
Per Station 
KVOO-TV (2) 2 
WKY-TV (4) 121 
KOCO-TV (5) 50 
KOTV (6) 2 
KTUL-TV (8) 0 
KWTV (9) 
Total 221 
TABLE CVIII (Continued) 
Station Selection 


















SUMMARY OF 1962 STILLWATER STUDY BY TV STATION 
Station Selection 

















TABLE CIX (Continued) 
Station Selection 

















SUMMARY OF WICHITA STUDY BY STATION 
Station Selection 
Number of News Shows Tuned 
Per Station 
Total 


















SUMMARY OF TULSA STUDY BY STATION 
Station Selection 
Number of News Shows Tuned 
Per Station 
Total 
























NUMBER OF SHONS AND MINUTES TUNED, 
LOCAL AND NETWORK NEWS 
Stillwater, 1961 Local Network 
Fa_mily Number Minutes Number Minutes 
1 19 222 2 18 
2 13 195 7 55 
3 11 145 1 11 
4 13 158 6 90 
5 10 144 0 0 
6 10 124. 2 30 
7 12 155 5 58 
8 14 192 9 95 
9 11 125 3 45 
10 9 113 2 30 
11 3 29 2 20 
12 19 235 3 45 
13 5 46 2 30 
14 2 20 2 15 
15 14 187 10 76 
Totals 165 2,090 56 618 
























Average Per Family 
TABLE CXIII 
NUMBER OF SHONS AND MINUTES TUNED, 
LOCAL AND NETWORK NEWS 
Local 

























































































NUMBER OF SHCWS AND MINUTES TUNED, 
LOCAL AND NETWORK NEWS 
-Local Netwwk 
Wichita Family Number Minutes Number '. Minutes 
1 1 10 2 14 
2 12 163 2 20 
3 10 118 15 85 
4 10 114 13 65 
5 15 205 t:. 61 -' 
6 15 180 9 70 
7 8 99 8 85 
8 21 244 10 123 
9 10 140 7 53 
10 19 _ill 13 105 
~ 
Totals 121 1,506 84 981 
Average Per Family 12.1 150.6 8.4 6$ .1 
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TABLE CXV 
NUMBER OF SHONS AND MINUTES TUNED, 
LOCAL AND NETWORK NEWS 
Local Network 
Tulsa Family Number Minutes Number Minutes 
l 10 120 2 30 
2 7 78 2 22 
3 10 105 3 11 
4 14 145 14 144 
5 17 227 5 25 
6 9 76 4 40 
7 16 160 9 95 
8 17 132 10 67 
9 14 119 7 93 
10 18 160 ..2. 145 
Totals 132 1,322 65 672 
Average Per Family 13 .2 132.2 6,5 67.2 
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TABLE CXVI 
NUMBj::R OF SHONS AND MINUTES TUNED, NETWORK NEWS 
IN 1961 STILLWATER STUDY 
NBC CBS ABC 
Familt Number Minutes Number Minutes Number Minutes 
1 1 3 0 0 1 15 
2 6 40 0 0 1 15 
3 1 11 0 0 0 0 
4 4 60 0 0 2 30 
5 0 0 0 0 0 0 
6 0 0 1 15 1 15 
7 1 5 2 23 2 JO 
8 9 95 0 0 0 0 
9 0 0 0 0 J 4-5 
10 0 0 0 0 2 30 
11 1 15 1 5 0 0 
12 1 15 0 0 2 .30 
13 l 15 0 0 1 15 
14 0, 0 1 5 1 10 
__ 15_ _]_ __l2 2 10 --2 --2 
Totals 28 274 7 58 21 286 
Per Cent 
Per 
Network 50.0 44.J 12.5 9.4 37.5 46.J 
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TABLE CXVII 
NUMBER OF SHCWS AND MINUTES TUNED, NETWCRK NEWS 
IN 1962 STILLWATER STUDY 
NBC ··CBS ABC 
I~mi.!.z Number Minutes Number Minutes Number Minutes 
1 1 8 0 0 0 0 
2 0 0 2 20 1 10 
3 8 60 2 10 0 0 
4 1 15 2 20 1 15 
5 0 0 9 125 0 0 
6 5 75 0 0 1 5 
,.., 
0 0 3 15 3 35 { 
8 0 0 0 0 1 10 
9 3 36 2 19 2 25 
10 1 15 0 0 0 0 
11 3 25 1 5 0 0 
12 0 0 0 0 2 25 
13 3 32 0 0 1 10 
14 2 30 l 5 0 0 
15 3 37 0 0 0 0 
16 11 120 0 0 0 0 
17 0 0 0 0 2 13 
18 9 70 6 50 0 0 
19 8 63 l 5 5 31 
20 0 0 0 0 0 0 ---
T0tals 58 586 29 274 19 179 
Per Cent 
Per 
Network 54.7 56.4 27.4 26.4 17.9 17.2 
TABLE CXVIII 
NUMBER OF SHONS AND MINUTES TUNED, NETWORK NEWS 
IN WICHITA STUDY 
NBC CBS ABC 
_E.ami_!z Number Minutes Number Minutes Number Minutes -------- ---------- -------
1 2 14 0 0 0 0 
2 1 5 0 0 1 15 
3 14 80 0 0 1 5 
4 J 15 10 50 0 0 
5 1 5 2 JO " 26 ~
6 7 60 1 5 1 5 
7 8 85 0 0 0 0 
8 5 61 0 0 5 62 
9 2 20 0 0 5 33 
10 ..1- _65 2 10 2 JO ---
Totals 52 410 15 95 17 176 
Per Cent 
Per 
Network 61.9 60.2 17.9 14.0 20.2 25.8 
TABLE CXIX 
NUMBER OF SHONS AND MINUTES TUNED, NETWORK NEWS 
IN TULSA STUDY 
NBC CBS ABC 
!:_~mill Number Minutes Number Minutes Number Minutes 
1 1 15 0 0 l 15 
2 1 7 1 15 0 0 
J 2 10 1 1 0 0 
4 4 20 10 124 0 0 
5 5 25 0 0 0 0 
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TABLE CXIX (Continued) 
NBC CBS ABC 
[~mi.!_y_ Number Minutes Number Minutes Number Minutes 
6 2 .30 2 10 0 0 
7 1 15 8 80 0 0 
8 6 33 4 34 0 0 
9 6 63 1 30 0 0 
10 8 115 1 30 0 Q ---
Totals 36 333 28 324 1 15 
Per Cent 
Per 
Network 55.4 49.6 43.1 48.2 1. 5 2.2 
TABLE CXX 
NUMBER OF SHO/l!S AND MINUTES TUNED, EVENING NETWORK 
NEWS (15-MINUTE PRCGRAMS) IN 1961 STILLWATER STUDY 
NBC CBS ABC 
!:_amily Number Minutes Number Minutes Number Minutes 
1 0 0 0 0 0 0 
2 1 15 0 0 0 0 
3 1 11 0 0 0 0 
4 4 60 0 0 0 0 
5 0 0 1 15 0 0 
6 0 0 0 0 0 0 
7 0 0 2 23 2 30 
8 5 75 0 0 0 0 
9 0 0 0 0 0 0 
10 0 0 0 0 0 0 
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TABLE CXX (Continued) 
NBC CBS ABC 
f~mily Number Minutes Number Minutes Number Minutes 
11 1 15 0 0 0 0 
12 1 15 0 0 0 0 
13 l 15 0 0 1 15 
14 0 0 0 0 l 15 
_ _l_5 _ 0 0 0 0 1 "l-:J ;, .,, 
Totals 14 206 3 38 7 93 
Per Cent 
Per 
Network 58.3 61.1 12.5 11.J 29.2 27.6 
TABLE CXXI 
NUMBER OF SHON S AND MI NUT ES TUNED, EVENING NETWORK 
NEWS ( 15-Tv1INUTE PRCGRAMS) IN 1962 STILLWATER STUDY 
NBC CBS ABC 
fa~i__!y Number Minutes Number Minutes Number Minutes 
1 1 8 0 0 0 0 
2 0 0 1 15 0 0 
3 2 30 0 r, 0 0 "-' 
4. 1 15 1 15 1 15 .l 
5 0 0 8 120 0 0 
6 5 75 0 0 0 0 
7 0 0 0 0 2 25 
8 0 0 0 0 0 0 
9 3 36 2 19 1 15 
10 1 15 0 0 0 0 
11 l 15 0 0 0 0 
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TABLE.CXXI (Continued) 
NBC CBS ABC 
!:_amil y Number Minutes Number Minutes Number Minutes 
12 0 0 0 0 1 15 
13 3 32 0 0 0 0 
14 2 JO 0 0 0 0 
15 3 J7 0 0 0 0 
16 6 90 0 0 0 0 
17 0 0 0 0 0 0 
18 4 45 2 30 0 0 
19 5 53 0 0 1 12 
20 0 0 0 0 0 0 ---
Totals 37 481 14 199 6 82 
Per Cent 
Per 
Network 64.9 63 .1 24.6 26.1 10.5 10.8 
TABLE CXXII 
NUMBER OF SHCWS AND MINUTES TUNED, EVENING NETWORK 
NEWS ( 15-MINUTE PROGRAMS) IN WICHITA STUDY 
NBC CBS ABC 
!:_amily Number Minutes Number Minutes Number Minutes 
1 l 11 0 0 0 0 
2 0 0 0 0 1 15 
3 1 15 0 0 0 0 
4 0 0 0 0 0 0 
5 0 0 2 30 2 26 
6 3 40 0 0 0 0 
7 5 70 0 0 0 0 
152 
TABLE CXXII (Continued) 
NBC CBS ABC 
E!mi!Y Number· Minutes Number Minutes Number Minutes 
8 5 61 0 0 4 57 
9 1 15 0 0 l 13 
10 2 30 0 0 2 30 --- --
Totals 18 242 2 30 10 ~41 
Per Cent 
Per 
Network 60.0 58.6 6.7 7.3 33.3 34.1 
TABLE CXXIII 
NUMBER OF SI-IONS AND MINlITES TUNED, EVENING NETWORK 
NEWS (15-MINUTE PROGRAMS) IN TULSA STUDY 
NBC CBS ABC 
Eamily Number Minutes Number Minutes Number Minutes 
1 1 15 0 0 l 15 
2 1 7 1 15 0 0 
3 0 0 1 1 0 0 
4 0 0 7 99 0 0 
5 0 0 0 0 0 0 
6 2 30 0 0 0 0 
7 1 15 2 30 0 0 
8 2 13 2 24 0 0 
9 4 53 0 0 0 0 
10 8 115 0 0 0 (i) ---
Totals 19 248 13 169 1 15 
Per Cent 
Per 
Network 57.6 57.4 39.4 39.1 3.0 3.5 
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TABLE CXXIV 
NUMBER OF SHCWS AND MINUTES TUNED, FIVE-MINUTE NETWORK NEWS PROGRAMS 
IN THE 1961 STILLWATER STUDY 
NBC CBS ABC 
-. -
E~mily Number Minutes Number Minutes Number Minutes 
1 1 3 0 0 0 0 
2 5 25 0 0 0 0 
3 0 0 0 0 0 0 
4 0 0 0 0 0 0 
5 0 0 0 0 0 0 
6 0 0 0 0 0 0 
7 1 5 0 0 0 0 
8 4 20 0 0 0 0 
9 0 0 0 0 0 0 
10 0 0 0 0 0 0 
11 0 0 1 5 0 0 
12 0 0 0 0 0 0 
13 0 0 0 0 0 Q 
14 0 0 1 5 0 0 
_ _lL --1 .!i 2 10 1 2 
Totals 14 68 4 20 1 5 
Per Cent 
Per 
Network ?J.7 ?J.1 21.1 21.5 5.2 5.4 
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TABLE CXXV 
NUMBER OF SHCWS AND MINUTES TUNED, FIVE-MINUTE NETWORK NEWS PROGRAMS 
IN THE 1962 STILLWATER STUDY 
NBC CBS ABC 
~~mily Number Minutes Number Minutes Number Minutes 
1 0 0 0 0 0 0 
2 0 0 1 5 0 0 
3 6 30 2 10 0 0 
4 0 0 1 5 0 0 
5 0 0 1 5 0 0 
6 0 0 3 15 1 5 
7 0 0 0 0 0 0 
8 0 0 0 0 0 0 
Q 0 0 0 0 0 0 ,, 
10 0 0 0 0 0 0 
11 2 10 1 5 0 0 
12 0 0 0 0 0 0 
13 0 0 0 0 0 0 
14 0 0 1 5 0 0 
15 0 0 0 0 0 0 
16 0 0 4 20 0 0 
17 0 0 0 0 0 0 
18 5 25 4 20 0 0 
19 3 10 1 5 1 3 
20 0 0 ---- 0 0 0 0 
Totals 16 75 19 95 2 8 
Per Cent 
Per 
Network 43.2 42.1 51.4 53.4 5.4 4. 5 
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TABLE CXXVI 
NUMBER OF SH~S AND MINUTES TUNED, FIVE-MINUTE NETWORK NEWS PROG!t~MS 
IN WICHITA STUDY 
NBC CBS ABC 
family Number Minutes Number Minutes Number Minutes 
1 1 3 0 0 0 0 
2 1 5 0 0 0 0 
3 13 65 0 0 1 5 
4 3 15 10 50 0 0 
5 1 5 0 0 0 0 
6 4 20 1 5 1 5 
7 3 15 0 0 0 0 
8 0 0 0 0 i 5 
9 1 5 0 0 4 20 
10 7 35 2 10 0 0 ----
Totals 34 168 13 65 7 35 
Per Cent 
Per 
Network 63.0 62.7 24.1 24.3 12.9 13.0 
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TABLE CXXVII 
NUMBER OF SHCWS AND MINUTES TUNED, FIVE-MINUTE NETWORK NEWS PR(:)GRAMS 
IN TULSA STUDY 
NBC CBS ABC 
~amily Number Minutes Number Minutes Number Minutes 
1 0 0 0 0 0 0 
2 0 0 -0 0 Q 0 
3 2 10 0 0 0 0 
4 4 20 2 10 0 0 
5 5 25 0 Q) 0 0 
6 0 0 2 10 0 0 
7 0 Q) 4 20 0 0 
8 4 20 2 10 0 0 
9 2 10 0 G) 0 0 
10 0 0 0 0 0 0 
Totals 17 85 10 50 0 0 
Per Cent 
Per 
Network 63.0 '63.0 37.0 37.0 0 0 
StHlwa-ter, 1961 ( 15) 
Stillwater, 1962 (20) 
Wichita, 1963 ( 10) 
Tttl sa, 1963 ( 10) 
55 Families 
APPENDIX B 
VIEWING OF SPECIAL NEWS PROGRAMS 
TABLE CXXVII I 
SUMMARY OF SPECIAL NEWS VIEWING FOR 
ALL FAMILIES IN ALL STUDIES 
Attentive Minutes 
Men Women Children 
222 121 21 
726 482 78 
237 249 147 
389 11+} 143 


















Stillwater, 1961 (15) 






Stillwater, 1961 (15) 
Stillwater, 1962 (20) 
Wichita, 1963 ( 10) 
Tuha, 1963 ( 10) 
55 Families 
TABLE CXXVIII (Continued) 
Inattentive Minutes 
Men Women """chIIdren 
58 86 48 
185 353 154 
27 70 74 
70 168 139 









































SUMMARY OF SPECIAL NEWS VIEWING 
IN 1961 STILLWATER STUDY 
Attentive Minutes Total Attentive Total Attentive ----
!::amily Men Women Children Minutes Minutes Only 
1 0 0 0 0 0 
2 11 0 0 11 11 
3 0 0 0 0 0 
4 0 0 0 0 0 
5 24 25 0 27 25 
6 0 0 0 0 0 
7 111 28 3 117 80 
8 0 0 0 0 0 
9 37 4 0 39 25 
10 0 0 0 0 0 
11 0 0 0 0 0 
12 0 18 0 18 18 
13 26 45 lL~ 57 55 
14 l 0 4 5 4 
_ _]_2_ __ 12 1 0 _.!1 1 
Tota 1 s 222 121 21 287 219 
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TABLE CXXIX (Continued) 
Inattentive Minutes Total Inattentive Total Inattentive 
f~mil.Y. Men Women Children Minutes Minutes Only 
l 0 0 0 0 0 
2 0 0 0 0 0 
3 0 0 0 0 0 
I 0 0 0 0 0 ~ 
5 3 5 0 5 3 
6 0 0 0 0 0 
7 0 41 20 61 24 
8 0 0 0 0 0 
9 23 23 0 42 28 
10 0 0 0 0 0 
11 0 0 0 0 0 
12 24 " ) 2 27 27 
1~ ., 0 2 9 9 7 
14 8 0 17 14 13 
__ 15_. 0 12 0 12 0 
Totals 58 86 48 170 102 
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TABLE CXXIX (Continued) 
No Audience Total Viewers Total Minutes 
t:amily Minutes Minutes Set On 
1 0 0 0 
2 0 11 11 
3 0 0 0 
4 0 0 0 
5 0 57 30 
6 0 0 0 
7 19 203 160 
8 0 0 0 
9 6 87 73 
10 0 0 0 
11 0 0 0 
12 15 47 60 
13 37 96 101 
14 12 30 30 
_-12_ ...2. 25 22 
Totals 98 556 487 
i62 
TABLE CXXX 
SUMMARY OF SPECIAL NEWS VIEWING 
IN 1962 STILLWATER STUDY 
Attentive Minutes Total Attentive Total Attentive 
E,amily Men Women Children Minutes Minutes Only 
1 0 16 1 16 16 
2 99 48 0 60 54 
3 99 103 1 172 152 
4 0 15 0 15 15 
5 37 0 0 37 37 
6 0 29 31 31 23 
7 59 49 2 ;36 56 
8 10 0 24 25 23 
9 0 0 1 l 0 
10 0 0 0 0 0 
11 0 12 0 12 12 
12 0 0 0 0 0 
13 141 101 0 154 108 
14 0 0 0 0 0 
15 40 12 5 40 31 
16 19 0 0 19 19 
17 0 0 13 13 13 
18 0 17 0 17 17 
19 39 28 0 39 J7 
20 183 52 0 183 169 ---
Totals 726 482 78 920 782 
i63 
TABLE CXXX {Continued) 
Inattentive Minutes Total Inattentive Total Inattentive 
!:,amily Men Women Children Minutes Minutes Only 
1 5 11 0 15 15 
2 30 5 0 26 20 
3 14 76 56 115 95 
4 5 42 0 44 44 
5 10 0 0 10 10 
6 0 1 8 9 1 
7 48 44 49 94 64 
8 6 0 6 7 5 
9 0 10 6 7 6 
10 0 12 0 12 12 
11 0 7 3 7 7 
12 0 0 0 0 0 
13 37 45 0 72 26 
14 0 0 0 0 0 
15 6 0 9 15 
,, 
0 
16 0 30 0 30 30 
17 4 0 17 21 21 
18 2 52 0 52 52 
19 0 2 0 2 0 
20 18 16 --- 0 _32 18 
Totals 185 353 154 570 432 
164 
TABLE CXXX (Continued) 
No Audience Total Viewers Total Minutes 
E~ily Minutes Minutes Set On ------- -------
1 
.l. I+ 33 35 
2 20 182 100 
3 58 349 325 
4 88 62 147 
5 13 47 60 
6 28 69 60 
7 JO 251 180 
8 0 46 JO 
9 9 17 16 
10 0 12 12 
11 46 22 65 
12 0 0 0 
13 0 .321 .. 180 
1/~ 0 0 0 
15 0 72 46 
16 41 49 90 
17 0 34 34 
18 11 71 80 
19 0 69 39 
20 _ _!_2 -.?:.69 216 ----
Totals .363 1,978 1,715 
165 
TABLE CXXXI 
SUMMARY OF SPECIAL NEWS VI.EWING 
IN WICHITA STUDY 
Attentive Minutes Total Attentive Total Attentive 
E_amily Men Women Children Minutes Mintites Onty 
1 0 0 0 0 0 
2 0 0 0 0 0 
3 25 13 3 25 19 
4 0 0 0 0 0 
5 8 25 14 25 21 
6 26 0 12 27 4 
7 11 23 0 34 23 
8 133 141 14 151 l37 
9 0 0 0 0 0 
10 --- ~ 47 104 84 80 
Totals 237 249 147 346 28/i-
Inattentive Minutes Total Inattentive Total Inattentive 
E_amily Men Women Children Minutes Minutes Only 
1 0 0 0 0 0 
2 5 ,::. 0 5 5 _, 
3 11 8 7 16 10 
4 0 0 0 0 0 
5 0 0 4 4 0 
6 0 0 41 27 4 
7 0 35 0 35 24 
TABLE CXXXI (Continued) 
Inattentive Minutes Total Inattentive 





















































































SUMMARY OF SPECIAL NEWS VIEWING 































































































































TABLE CXXXII (Continued) 
Inattentive Minutes Total Inattentive -----Men Women Children Minutes 
4 0 0 4 
12 10 0 18 
70 168 139 259 

































SUMMARY OF SPECIAL NEWS BY PROGRAM 
IN 1961 STILLWATER STUDY 
Number,of Minutes 
-Program Shows Tuned Set On Viewer Minutes ----
Brinkley's Journal 4 101 124 
20th Century 2 40 39 
Eyewitness 4 108 124 
CBS Rep-orts l 50 73 
Closeup 3 72 83 
ether -1 116 113 






















SUMMARY OF SPECIAL_ NEWS BY PROGRAM 
IN 1962 STILLWATER STUDY 
Number of Minutes Attentive Inattentive No Audience 
Program Shows Tuned Set On Viewer Minutes Minutes Minutes Minute$ ---- ----
Brinkl~y's Journal 3 55 70 44 fJ- 11 
20th Century 1 17 17 12 2 3 
Eyewitness 4 68 51 26 21 25 
CBS Reports 5 207 161 59 9'2 61 
Biography 3 64 51 25 17 23 
Project 20 1 60 155 55 7 0 
Chet Huntley 1 30 45 30 0 0 
Issues and Answers 2 42 42 13 29 0 
Meet the Press 1 30 1 0 1 29 
Editor's Choice 1 4 4 0 4 0 
Washington Re~ort 2 60 72 60 12 0 
Other ~ 1,078 1 309 -.!L.:-- 596 376 211 




SUMMARY OF SPECIAL_ NEWS BY PROGRAM 
IN 1962 STILLWATER STUDY 
Number of Minutes Attentive Inattentive No Audience 
Program Shows Tuned Set On Viewer Minutes Minutes Minutes Minute$ ---- ----
Brinkl~y's Journal 3 55 70 44 fJ- 11 
20th Century 1 17 17 12 2 3 
Eyewitness 4 68 51 26 21 25 
CBS Reports 5 207 161 59 9'2 61 
Biography 3 64 51 25 17 23 
Project 20 1 60 155 55 7 0 
Chet Huntley 1 30 45 30 0 0 
Issues and Answers 2 42 42 13 29 0 
Meet the Press 1 30 1 0 1 29 
Editor's Choice 1 4 4 0 4 0 
Washington Re~ort 2 60 72 60 12 0 
Other ~ 1,078 1 309 -.!L.:-- 596 376 211 




SUMMARY OF SPECIAL NEWS BY PRCX3RAM 
IN WICHITA STUDY 
Number of Minutes 
'h'Og'ram Shows Tuned Set On Viewer Minutes 
NBC White Paper 5 188 369 
Chet Huntley 5 150 178 
Meet the Press 1 30 36 
Howard V. Smith 1 30 24 
Other -4 120 197 





















SUMMARY OF SPECIAL NEWS BY PRffiRAM 
IN TULSA STUDY 
Number of Minutes 
Program Shows Tuned Set On Viewer Minute..s 
Biography 1. 30 27 
20th Century 4 81 117 
Eyewitness 3 71 58 
CBS Reports 1 60 42 
Chet Huntley 3 88 101 
Brinkley's Journal 2 60 138 
Meet the Press 1 30 37 
Other 6 295 --2B. 



























VIEWING OF NEWS COMPARED TO ALL PRCGRAMMING 
TABLE CXXXVII 
SUMMARY OF TOTAL SETS-IN-USE COMPARED TO MINUTES-TUNED-TO-NEWS 
IN 1961 STILLWATER STUDY 
Minutes-Tuned-To Minutes-Tuned-To 
Family Sets-In-Use Regular-News Special-News Per Cent News 
1 2,370 240 0 10.13 
2 3,022 250 11 8.64 
3 3,788 156 0 4.12 
4 3,844 248 0 6.45 
5 3,982 144 30 4.37 
6 2,094 154 0 7.35 
7 2,005 213 160 18.60 
8 1,353 287 0 21.21 
9 4,807 170 73 5.06 
10 4,745 143 0 3.01 
11 3.209 49 0 1.53 
12 2,944 280 60 11. 55 
13 3,215 76 101 5.51 
14 3,330 35 30 1.95 
_ _lL 4,403 263 22 6.47 
Totals 49,111 2,708 487 6.51 
(All News) - 3,195 
173 
J.74 
TABLE CXXXVII I 
SUMMARY OF TOTAL $EIS-IN-USE COIVIPARED TO MINUTES-TUNED-TO-NEWS 
IN 1962 STILLWATER STUDY 
Minutes-Tuned-To Minutes-Tuned-To 
.!:_amily Sets-In-Use Regular-News Special-News Per Cent News 
1 1,838 133 35 9~ 14 
2 2,611 139 100 9.15 
3 4,872 230 325 11.39 
4 1,848 103 147 13. 53 
5 5,087 407 60 9.18 
6 3,247 258 60 9.79 
7 5,308 275 180 8.57 
8 1,855 78 30 5.82 
9 2,678 231 16 9.22 
10 3,311 45 12 1. 72 
11 3,802 116 65 4,76 
12 2,940 76 0 2.59 
13 2,783 183 180 13.04 
14 3,621 202 0 5.58 
15 J.175 277 46 10.17 
16 3,245 401 90 15.13 
17 3,623 77 34 3.06 
18 3,139 424 80 16.06 
19 1,765 265 39 17.22 
20 2,818 ~ 216 14.23 ---
Totals 63,566 4,105 1,715 9.16 
(All News) - 5,820 
TABLE CXXXIX 
SUMMARY OF TOTAL SETS-IN-USE COMPARED TO MINlITES-TUNED-TO-NEWS 
IN WICHITA STUDY 
Minutes-Tuned-To Minutes-Tuned-To 
!:_imily_ Sets-In-Use Regular-News Special-News Per Cent News 
1 2,195 24 0 1.09 
2 4,116 183 5 4.57 
3 6,914 203 50 3.66 
4 3,908 179 0 4. 58 
5 4,923 266 25 5.91 
6 4,857 250 48 6.14 
7 2,071 184 60 11.78 
8 4,091 367 180 13.39 
9 5,553 193 0 3.48 
10 ----- 6,630 ~ 150 7.36 
Totals 45,258 2,187 518 5.98 
(All News) - 2,705 
TABLE CXL 
SUMMARY OF TOTAL SETS-IN-USE COMPARED TO MINUTES-TUNED-TO-NEWS 
IN TULSA STUDY 
Minutes-Tuned-To Minutes-Tuned-To 
176 
Family Sets-In-Use Regular-News Special-News Per Cent News 
l 5,282 150 150 5~68 
2 2;075 100 55 7.47 
3 3,632 116 0 3~ 19 
4 3,188 289 150 13.77 
5 4,755 252 131 8.05 
6 3,784 116 28 J.81 
7 5,616 255 41 5.27 
8 2,265 199 0 8.79 
9 2,535 212 60 10.73 
10 4,729 -- 305 100 8.56 
Totals 37,861 1,994 715 7.16 
(All News) - 2,709 
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